





Price 


RICE looms today as a paramount hardware problem. Like it or not, the hard- 
ware industry can no longer ignore the subject. Smug complacency, or feigned 
indifference, will not erase it. Refusal to discuss it will not make it less real. 


The retail hardware dealer must buy his goods at prices which will allow 
him to meet his competition. Otherwise he and his partner—the wholesaler—will 
eventually pass out of the distribution picture. The retailer is not getting such 
prices in many hardware and allied lines. Every factor in the hardware industry 
knows that this is so. What has the industry done about it? What is it going to do? 

Individually, things are being done. Today we have examples of dealer owned 
jobbing houses; jobber owned retail chains; retailer buying groups; jobbers acting 
as purchasing agents for selected retailers, etc. 

No definite industry policy—no concerted action—every man for himself and 
the devil take the hindmost. Yet this is not an individual matter; the industry 
itself is at stake. Also the industry has the machinery at hand to cope with the 
problem. 

Let the Hardware Council take an inventory of the hardware industry as it 
stands. Let it determine how much of a factor price is in the present competitive 
situation. Add to its scope and power, if necessary, but let the Council augment 
the good work it has already done by a comprehensive impartial study of all phases 
of the price problem, including price discrimination. From that study let it 
suggest the necessary remedies. 

Then let the members of the National Retail Hardware Association, The Na- 
tional Hardware Association of the U. S., The Southern Hardware Jobbers Associa- 
tion and The American Hardware Manufacturers Association, individually and 
collectively, back up the findings of this Council which they themselves selected 
to study trade questions of common interest. 

Chas. E. Bradley, retailer, and Anthony Doherty, wholesaler, writing in this 
issue, drive home specific evidence of hardware price abuses. 

The price hurdle is already a serious handicap. Meanwhile we are at the 
threshold of a new year—possibly a new era. 

—The Editors. 























In keeping with the modern 


trend for narrow escutcheons 
we present our latest Russwin 


creations ... 


ANTONY 
| ee 
JUNO .. 


Furnished in wrought brass, 
bronze or steel with metal or 
new type glass knobs. 


RUSSELL & ERWIN MFG. CO. 


THE AMERICAN HARDWARE CORPORATION SUCCESSORS 
NEW BRITAIN, CONN. 
NEW YORK CHICAGO LONDON 
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RAY-WICK 


There is no need to point out to you that Gray-Wick is strong, rust-resist- 
ing and neat in appearance—you know it from years of experience. So 
when that customer comes in looking for the best screen wire cloth at a 
fair price, be sure you have Gray-Wick in stock. 


Made from copper-bearing, full gauge wire, electro-galvanized and further 
protected against corrosion by a coating of white transparent varnish. 


Other Popular Cortland Wire Cloths 


CORTLAND BLACK—To meet the demands for a durable wire cloth at a lower price. Uni- 
formly woven and finished in a hard elastic enamel. 


WICKWIRE CORTLAND BRONZE—Precision weaving and special rust-resisting alloy 
makes Wickwire Cortland Bronze an outstanding quality wire for appearance and service. 


CORTLAND PREMIER—50% heavier than the standard grade, made of rust-resisting, 
copper-bearing steel and dull electro-galvanized. Now made in 14 mesh, 32 gauge wire. 
For severe service. 





Your Knowledge of 
Wire Cloth is Valuable! 


Every man to his profession. We can’t expect an engineer to 
paint a picture, nor a musician to navigate a ship, neither can we 
expect the customer to understand the wire cloth market. Your 
knowledge is valuable to the man who knows only that he wants 
quality wire cloth at a fair price. Your knowledge has taught us 
that Gray-Wick is the wire he wants. 





For General Satisfaction 





America’s 
most 
popular 
wire cloth 
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[EPENDABLE 


LOW-COST PROTECTION 


for Livestock and Crops 


Cambria Fence appeals to the 
user of field fence because of 
the long life of good service that 
it always gives. It is carefully 
made, in a plant where good 
field fence has been manufac- 
tured for many years, 

Cambria Fence is strong and 
durable. It is as good fence as 
it is possible to produce. The 
merchant who. sells Cambria 
Fence is offering the farmer 
years of dependable low-cost 
protection for his livestock and 
crops. 

Cambria Fence is a woven- 
wire, hinge-joint, cut-stay stand- 
ard field fence. Full-gauge wire, 
heavily galvanized by a special 
method that prevents cracking, 
flaking and peeling, is used in 
its manufacture. The fence can 
be tightly stretched and still re- 
tain its shape’ because the Flexo 
Joint and the Tension Curve give 
it resilience, strength and flexi- 
bility. 

BETHLEHEM STEEL FENCE 
POSTS 


are made with the same care 
that is used in the manufacture 
of Cambria Fence, and have the 


same high quality. They are 
made from high-carbon new bil- 
let steel and are produced in 
angle and tee sections, in both 
punched and self-fastener types. 
They are strong and durable and 
will give many years of service. 


STUDDED OMEGA “U” 
FENCE POSTS 


The two parallel sides of this 
post provide double strength. 
The Omega or “U”-shaped sec- 
tion runs through the entire 
length of the post. 

In addition to Steel Fence 
Posts and Cambria Fence, Beth- 
lehem makes other products of 
interest to the hardware dealer, 
including Plain and Barbed 
Wire, Nails, Staples, Bale Ties 
and Spring Wire. 


BETHLEHEM STEEL COMPANY 
General Offices: Bethlehem, Pa. 


District Offices: New York, Boston, 
Philadelphia, Balti . Washi 

Atlanta, Pittsburgh, Buffalo, Cleveland, 
Cincinnati, Detroit, Chicago, St. Louis. 


Pacific Coast Distributor: Pacific Coast 
Steel Corporation, San Francisco, Los 
Angeles, Portland, Seattle, Honolulu. 


Export Distributor: Bethlehem Steel Ex- 
port Corporation, 25 Broadway, New 
York City. 





BETHLEHEM 
Manufacturer 


of CAMBRIA FENCE 
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NEW STANLEY TOOLS 
which have built profitable business for dealers 





“ZIG ZAG” 
RULES with 
Chromium Plated Joints 





.-. wear longer . . . work easier 


.-- look better . . . cost no more 
than ordinary rules. 


READABLE AT ANY ANGLE 











DUPLEX “ZIG ZAG” 
RULES No. 266 


The rule with the vertical mark- 

ing—measure up, down or hori- 

= without reversing the 
e. 





“ONE PIECE” SOCKET 
CHISELS 
AT POPULAR PRICES 


Blade and socket are forged from 
one piece of steel — no welded 
joints. Three types — Firmer, 
Pocket and Butt. 


during 1931 


ETTER tools at lower 

prices has been the key- 
note of developments in 
Stanley Tools during 1931. 
The constant addition of 
new, salable tools, year in 
and year out, is one of the 
big reasons why dealers 
who concentrate on Stan- 
ley Tools are always able 
to offer their trade a first 
quality, up-to-date line 
which pays its way through 
satisfactory turnover and 
profits. 


Here are a few of the im- 
portant new Stanley Tools 
announced during 1931. 





COLORFUL, SPARKLING 
DISPLAY STANDS FOR 
STANLEY SCREW DRIVERS 


Designed in keeping with the 
modern trend for attractive 
and effective store display. 


Full information on any new 
Stanley Tool will be gladly 
furnished upon request 





DIRECT READING 
EXTENSION “ZIG ZAG” 
RULE No. 226 


The only extension rule on the 
market which centers the entire 
reading at one point. 





Double Edge Blade 


SCRAPER No. 273 


Two edge blade is immediately 
reversible. Blade is made of high 
quality Carbon Steel — the best 
cutting edge for a woodwork- 
ing edge tool. 





GRIP-E-GRIP 
SCREW DRIVERS 


A special gritty non-slip sub- 
stance in the handle prevents 
the driver from slipping in the 
hands no matter how greasy 
they are. 


THE STANLEY RULE AND LEVEL PLANT 


New Britain, Conn. 


STANLEY TOOLS 
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HE WASTED MANY THOUSAND DOLLARS 


. - - to save the cost of 12 new wrenches 


The R B & W Engineering Service saves manufacturers 
money by keeping them up-to-date on bolt and nut standards 


A MANUFACTURER of a simple 
type of home heating equipment 
used large quantities of bolts and 
nuts in the assembly of his product. 
He did not have to be highly techni- 
cal in the specification of his bolting 
material—his principal requirement 
was accuracy and uniformity of size. 
Recently, he started to buy his 
bolts and nuts from R B & W. Fora 
long time before we got his business, 
he had been regularly specifying in 
detail a special size, which had been 
made up and shipped plus the usual 
extra charges for special sizes. 
When we received his first order, 
calling for special stock which was 
therefore more costly, we noticed 


6 


that about the only difference be- 
tween his specifications and the 
standard was that he wantedaslightly 
larger head size than the standard. 

Inquiry by the R B & W Engineer- 
ing Service disclosed that, unknow- 
ingly, this manufacturer was buying 
special (old style), instead of regular, 


stock because his wrenches were too 
loose to grip the newer, and now 
standard size heads. He didn’t know 
he had been paying a premium on 
all his bolts and nuts to save the cost 
of 12 new wrenches. RegularRB& W 
customers are always informed of 
changes in bolt and nut standards. 


Give your customers the best— always 
specify R B & W Empire Brand on 
your bolt and nut orders to your jobber 


RUSSELL, BURDSALL & WARD BOLT & NUT CO. 


ROCK FALLS, ILL. 


PORT CHESTER, N. Y. 


CORAOPOLIS, PA. 


Sales Offices at Phila., Detroit, Chicago, San Francisco, Los Angeles, Seattle, Portland, Ore. 
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Just Stop and Think! 


E. B. GALLAHER 
Editor, Clover Business Service 
Treasurer, Clover Mfg. Co. 


You will note, from all accurate sources of information, that the large, 
over-expanded industrials are the ones which are in trouble today—while the smaller, 
well-managed concerns which did not water out their capital structures, through con- 
solidations, mergers, stock split-ups etc., are today going strong. 

The sound, smaller units are, therefore, able not alone to build better quality into their 


products, but also to sell these products at lower prices, and still make a reasonable 
profit, as they have no inflated load to carry. 





This is a question of great importance to 
the merchant who, after having struggled to 
build up volume on a certain branded article, 
was first rudely awakened to the fact that the 
article he had been pushing was no longer 
made under the same trade mark—due to some 
consolidation—while now he is running even 
a greater risk by sticking to a source of supply 

which is inflated. 


Clover Mfg. Co. is running on a lower overhead today than at any time in its long 
history—it is turning out higher quality goods than at any time—it is able to produce 
at low prices at a profit. It is well financed—well managed and independent. The trade 
mark “CLOVER” has always stood for quality. Business built on “Clover” remains 
yours—it is not taken away. 


Here is food for thought in making new, 
better and more permanent connections to- ‘ 
day for the better times in years to come. 





























E. B. GALLAHER: 
Clover Mfg. Co., Norwalk, Conn. 
You may send me, without obligation, samples of: 


Clover Manufacturing Company ani Sentjepen 
NORWALK, CONN.. U. S. A. |Red-Stripe Turkish Emery Cloth—for polishing. 


























OE ng erg Aluminous Oxide Cloth—for cut- _ 
ting hard metals. The universal shop abrasive. _ 
SANDPAPER Clover Grease-Mixed Grinding Compound. 
\Clover Water-Mixed Valve-Grinding Compound. 
METAL-CUTTING CLOTHS 7B < 
Name ee a aes 
CLOVER GRINDING AND LAPPING COMPOUNDS ae 





Character of business 
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Give this carpenter a chance 
to make money ... for you 


Pisaaia highly suc- 
cessful Corbin mer- 
chants have found a new 
way to make money 
without tying up a cent 
in salaries or overhead. 
Here’s their method. 
They pick out a car- 
penter who is out of work and very much in 
earnest in his desire to make a living. They 
send him out to a picked list of people who 
own their own homes. With him he takes a 
few of his tools and an assortment of goods 


from their store. 


Two days before he plans to call on a particular 
home-owner, these Corbin merchants send out a 
typewritten letter and a survey sheet. They ask 
the prospect to check over this sheet for repair 
jobs (such as broken locks, hinges, window 
fasteners, etc.), that 
need to be done around 


P. & F. CORBIN “2s* 


the house—and for 
NEW YORK 





The American Hardware Corporation, Successor 


CHICAGO 


handy little additional 
hardware items they 
would like to have in- 
stalled —such as house 
numbers, a new cylinder 
-- lock, chain door fasten- 
ers, etc. The prospect is 
told the date of the car- 
penter’s call and what a handy man he is. 


As a result of these calls, they have discovered 
that often in one house alone they will make 
four to six sales of miscellaneous items they 
would never get in any other manner. The 
carpenter is happy too, for he gets paid for 
his time, and a small commission on the items 


the sells. 


Try it yourself. Write us for full details, includ- 
ing samples of the type of letters and survey 
sheets to use. Just address your letter to Bureau 

12, Advertising De- 


NEW BRITAIN, CONN., U.S.A. paftment—and it will 


get prompt attention. 
PHILADELPHIA 





Makers of the world’s most complete line of builders’ hardware 


© 1931 P. & F. Corbin 
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Sales Branches: 
New York « Detroit . Chicago . San Francisco « Los Angeles 

















Che Makers of 
Osborn Brushes 
send best wishes for a 
Nerry Christmas 


and a P;, osper ous 


New Year 


(it Osearn MANurAcTUnING COMPANY 
Cleveland, Ohio 
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We cannot tell you how to AVOID taking inventory any 
more than a physician can tell you how to avoid taking 
medicine, when needed; but we can furnish a remedy that 


INVENTORY 


Are you looking forward to it with fear and trembling? 
Does it recall drudgery—overtime and sleepless nights? 


has solved the problem for hundreds of hardware dealers. 


That remedy is the Hardware Age Easy Inventory Sheets. 


They simplify the whole problem. 


These convenient 


sheets are printed on both sides—200 pages—room for 
6,800 items. So simple—so easy to understand and use 
‘ that you can take inventory in almost no time. 


And so LOW in price—only One Dollar for a Hundred 
Sheets. “End your inventory trouble” by mailing your 


order and check right away to— 


HARDWARE AGE 


239 West 39th Street 


New York City 
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ALL YOUR 
BUILDER S' 
HARDWARE 


ALL your builders’ hardware needs can be supplied by 
Sargent. And you can count on the full value of every 
item. With Sargent Hardware you can supply the formal, 
solid brass knobs and escutcheons that are needed for 
the new schoolhouse, or a hammered wrought-iron 
finish for the Colonial cottage, or designs that are in 
perfect harmony with the Georgian residence. No matter 
what the size or type of building, Sargent has the right 
hardware for it, and with many designs and grades to 
choose from. 

You can get a larger percentage of your hardware 
stock from Sargent than from any other one manufac- 
turer. This added convenience is especially worth while 
with the national acceptance of Sargent goods by 
architects, builders and owners. It pays in many ways 
to deal with Sargent. Sargent & Co., New Haven, Conn.; 
New York; Chicago. Belleville-Sargent & Co., Ltd., 
Belleville, Ontario, Canada. 
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It shivered a bit when it started. It was a 


timid dollar, scared of crowds. 


When it got to the market-place, it saw a 
lot of signs. ‘Coats reduced.” ‘Shoes at 


a bargain.” “Hats at new low prices.” 


“Do these signs really mean what they 
say?” Dollar asked itself. “Because, if 


they do—”’ 


Just then, another dollar came along 
looking like a dollar-and-a-half, all dressed 
up in new clothes and carrying a big bas- 


ket of food. 
“Oh, I say,” cried the Timid Dollar, 


“how can you afford all these new things ?” 


and this 





‘Ha, ha,” laughed the Dressed-up Dol- 
lar merrily, ‘‘go into the market-place and 
see!” 

“Do those signs really mean what they 
say ?” asked the Timid Dollar. 

“Yes, they do! And the values are won- 
derful!” 

With that, the Timid Dollar ran to the 
market-place, and came back looking like 
a dollar-and-a-half, too. By the time the 
envious Stay-at-home Dollars got to mar- 
ket, the signs were down and the prices 
had all gone up. 


it came home 











The dollar you spend now is worth $1.50 
The dollar you save now is worth 75¢ 


Maybe that sounds ridiculous—but it’s true today. 


Compared with your 1929 dollar, your 1932 dollar 
will buy about $1.50 worth of such things as staple 
foods, clothing, furniture, radios, household appliances 
and automobiles, at present. prices. 


But, if you keep your dollar, thinking it’s the same 
dollar you had two years ago, you'll find that it’s worth 
just about 75 cents. 


THE NATIONAL PUBLISHERS’ ASSOCIATION 


By spending your 1932 dollar, you not only get the 
things you need most at bargain prices, but you help 
provide a job for somebody who would otherwise have 
fo depend upon charity. 

If you help put this other somebody to work, he can 
buy the things you or your husband makes or sells, and 
that will help you to have more dollars. 

Think about this when you are tempted to say, “No, 
I can’t afford that now.” 


“To use available income to purchase goods normally needed and in the replacement of which labor 


is employed, is a condition precedent to any hopeful program to constructively increase employment.” 


From the Recommendations of the Committee on Unemployment Plans and 


Suggestions, of the President’s Organization on Unemployment Relief. 
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You dort have to be a‘shark’at Algebra 


to figure out the profits in DOUBLE X 


t. just plain horse-sense figuring, that’s 
all!...Count the floors being cleaned and re- 
finished every day; the woodwork, tile, side- 
walls, linoleum, being pepped up; the furniture 
being “done over” by color-crazed women... 


And now think of Double X as a magic double- 
action compound that enables people to do such 
jobs at one-third the time and cost. And then... 
multiply that by the millions of messages broad- 
east thru our old friend National Ad- 
vertising, and ...what’s the sum total? 
A fine chance for you to make your 
“register” sing a newtune! There’s no 

“unknown quantity” about 

Double X soiling It’s a proved 

profit performer. Ask your jobber! 
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Two sure “repeaters”—the pound can 
[retailing at 75c] and the 4 oz. carton 
for smaller clean-up jobs [retailing at 
25c]. Made by Schalk Chemical 
Company, 357 East Second Street, 
Los Angeles. Eastern Branch: 3932 
South Lincoln Street, Chicago. 
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‘Floor Cleaner 
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TOMORROW 


SHOWS ITS HAND 





Strikingly original in its appearance, advanced in its 
ideas ... this new, free Stainless Booklet is a captivat- 
ing. portrayal of Stainless Progress. It traces the his- 
, tory and predicts the future of steel products... Every 
chapter is an intimate, specialized discussion of a 
particular field. Product design, Metal fabrication, 
Building, Hardware, Sports, Home and other markets 
for “Stainless” are interestingly analyzed and beauti- 
fully illustrated. This booklet will prove valuable to 
Genuine 


any one interested in corrosic istance 


Stainless Steel is manufactured only under the patents 
of American Stainless Steel Company, Commonwealth 
Building, Pittsburgh, Pa. Write for this booklet today. 





Fill out coupon and mail it today. Your 
copy of “Forward with Stainless” will be 
sent to you without cost or obligation. 


Gr STAINLESS. STEEL 









There Are Many 
Ways To Gain 
The Women’s Trade 


ND this trade is 

well worth hav- 
ing! Do you know 
that in some sections 
49% of the customers 
are women? How 
many of your custom- 
ers are women ? 








Items such as paint, 
varnish, lacquer, 
housefurnishings, 
kitchenware, electri- 
cal supplies, etc., all 
lend themselves to 
displays and sales 
ideas that willattract 
women to your store. 


Read the articles that 
frequently appear in 
HARDWARE AGE 
telling how mer- 
chants everywhere 
are gaining this de- 
sirable trade. 








Hardware Age 


New York City 





239 West 39th St. 
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MORE 


DYNZMICl h) 


WITH 


USTRAGLASS 


Poh oa y= 


BECAUSE 





T takes a “‘whiter”’ 
I glass to transmit 
more daylight ... that 
is obvious. LUSTRA- 
GLASS is the ‘‘whitest”’ 
of all glass made for 





windows... 
Laboratory tests conclusively 
prove that LUSTRAGLASS 
transmits more daylight. It also 
transmits a substantial amount 


of the shorter ultra-violet rays 


of sunlight at a wave length of 


313 mu.* yet it costs no more 
than any good window glass. 

For schools, factories, homes, 
hospitals and office buildings, 
everywhere that human beings 
live, work or play indoors, 
LUSTRAGLASS is needed... 
Every building is more beauti- 
ful when glazed with LUSTRA- 


Also Makers of Armor-Lite Scatter-Proof 
and Bullet-Proof Glass, Tinta- 
glass, Picture Glass, Photographic 
Dry Plate Glass, %&” and %%" Crystal 
Sheet, Ground and Chipped Glass, 
and Bulb Edge glass. 


Farmers Bank Building 
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IT’S “WHITE” 


GLASS, for LUSTRAGLASS is 
truly a superior product in 
every respect ... flatter, clearer, 





more lustrous. Its appear- 
ance, alone, is ample reason for 
its selection by architects and 
builders, but a glance at the 
chart below will show why par- 





ents of growing children look 
for the LUSTRAGLASS label on 
every light of glass which they 
buy for replacements. 


Buildings glazed _ with 
LUSTRAGLASS rent or 


















sell quicker and for larger O,g 
profits. Our literature de- 
scribes in detail this amaz- 

ing new glass for windows. ® 
oS You should have it avail- v 
able to show customers. 








An unretouched, “end on” 





Write for it... today. 






photo of four leading makes 
of glass. The white one is 


LUSTRAGLASS... 


29 days 
Tomato 






*Send for LUSTRAGLASS 
BOOKLET A-430 and see com- 
plete table of transmission ... 








glass. 


wth of 
nt under 
(1) LUSTRAGLASS 
(2) ordinary window 














The label shown at the right 
appears on every light of genu- 
ine LUSTRAGLASS . . . Look 
for it. LUSTRAGLASS is 
packed with paper between the 
lights to prevent scratching or 
marring of the surface. 








Pittsburgh, Penna. 
















RINGCO BRAND 
CHROMIUM F IN ISH BATH ROOM FIXTURES 





No. 3168 


Many dealers are increasing sales by offering Enduring Chromium 
Plated Bath Room Fixtures (all made from solid brass). 
Write for copy of Chromium Folder “XA” which illustrates our 


entire Chromium Finish line. 
MADE BY 


AMERICAN RING COMPANY 
WATERBURY, CONN. 


SALES OFFICES WE MAKE ALSO 


EYELETS—GROMMETS 


I oo. cg Ula cco eau we ears 170 Summer St. reaac RASS CASTINGS 
DTT PE sv bsecsvaccsvadss soot 2 Hudson St. UPHOLSTERER’S NAILS 
DS og awk. sen oso chee 29 E. Madison St. FURNITURE HARDWARE 
TOS AMGEEES .. sce e secs 1226 Crenshaw Blvd. 


SPECIAL BRASS GOODS TO ORDER 

















eee | MYERS— 


A Myers. Quality 
WATER SYSTEMS 









_ Built Water Sys- 
tem for shallow 
wells. Capacities 
250 and 340 gallons 























per hour. Complete 
automatic control. 
Self-oiling,self-start- 
ing, self-stopping. 
Designed for oper- 
ation with central 
» station electric cur- 
rent, or farm light 
ing plant. Econom- 
ical. Dependable. 


An ever-ready, never-failing water service— 
that’s what you can assure your customers when 
you sell and install Myers Water Systems. Water 
always on tap. Economical, dependable service for 
homes, farms, country estates and countless 
other places. There is a reliable Myers Water 
System to meet practically every requirement 
up to ten thousand gallons of water per hour. 
Ask to have one of 
our representatives see 
you, or write us for 
catalog and complete 
information. When 
confronted with diffi- 
cult water problems, 
consult our Engineer- 
ing Department for 
free advice. 


i mvens 


PUMPS — WATER SYSTEMS — HAY 


Wee 2 
MYERS & BRO. 
COMPANY 


ASHLAND, OHIO en ” 
PUMPS—WATER SYSTEMS—HAY TOOLS—DOOR HANGERS 






















HARDWARE AGE 














Hundreds 
of millions 
of window 
frames 

and door 
frames— 
and only a 
fraction of 
1% of them 
calked! 

The rest are 
YOUR MARKET. 








Pecora 
Calking Compound 
is a money .~ 
maker. 


Write us 
for a generous 


offer. 


Pecora Paint Co." 


‘uh “St. and’ Glenwood Ave., Philadelphia; Pa... 


Established 1862, by Smith Bowen 














Sell GOOD Brushes 


with 


Just as the spreading quality of 
good paint saves time—so does a 
good brush help to apply it 
smoothly. Painters can work 
quicker and do a better job with 


TRADE 











XCELSIOR\< 


MARK 
Paint and Varnish 


BRUSHES 


for these reasons. The permanently 
set Imported Chinese Bristles’are the 
kind that Painters and. Decorators like 
to work with. Their. reasonable pric 
makes them easy to sell. , 


Write your Jobber for Prices. 


Good Paint and Varnish 






















. Made by Edward E. Robinson 
347 West Broadway, New York, N. Y. 
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BRUSH-NU COMPANY ,. 


(i 
BALTIMORE MARYLAND \oz 











WoosTER SAMPLER 


AB 7 A Complete, 
Pia Efficient Brush 
Department for 


"$17.75 


This simplified brush-selling 
system, the swinging metal 
display panel, model stock 
control, special advertising is 
yours at the cost of twenty- 
six brushes. Write 


The Wooster Brush Co. 
Wooster, Ohio. 
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RICH 


Safe Spruce 


LADDERS 


FOR EVERY PURPOSE 


“Get RICH Quick for Ladders” 
The Rich Pump & Ladder ‘Co., Cincinnati, Ohio 
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SERVICE 
LEADS 
TO SALES 


Every time you close a 
sale, you sign an I.0.U.” for 
service. 

And if what you sell does not 
fulfill that obligation you lose 
the opportunity for real profit 
in future sales. 

Never “start” without follow- 
ing through. If you sell a man 
a saw and hammer and screw 
driver with some nails and 
screws and find he is interested 
in starting a home workshop, 
be sure he has read the Atkins 
“How-To-Do-It Book.” Offer to 
help him get it. And then get 
his name and address and tele- 
phone number and keep inter- 
ested in that home workshop. It 
is building you a market for 
future sales every time it is 
used. 

And if you want to kill off 
that customer sell him a 
“cheap” saw. After he has tried 
to use it a few times he will 
probably find that sawing is 
work instead of pleasure and 
after he ruins some material 
and wastes time he will be sure 
of it. 

If you want to make custom- 
ers out of sales and hold them 


and make more sales never lose 
sight of the real value of qual- 
ity in service. A real Atkins 
“Silver Steel” saw will illustrate 
this point better than any other 
tool. The man who uses it finds 
out its value every time he saws. 
And you can have him insist 
on real quality tools for every 
job he tries. 

Real Salesmanship always 
proves itself in what happens 
after the sale is closed. And if 
you have profited by knowing 
you MUST give value in service 
you will soon have a lot of 
other fellows wondering how 
you learned to sell and you will 
have customers who believe in 
you and come back to swell 
your profits. 


(Signed) 


2§ 
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ATKIN 


No. 53 
Ship Point Pattern 


Tus saw appeals to high- 
class mechanics for general 
carpentry work. Will make an 
excellent gift for Christmas. 
The blade is of genuine 
SILVER STEEL, taper ground. 
It is given the Atkins Exclu- 
sive Damaskeen Finish. It has 
a skew back and is fitted with 
the ATKINS PERFECTION 
HANDLE, made of applewood, 
embossed and polished. Atkins 
Perfection Handle prevents 
Made in both 
regular and ship patterns. 


wrist strain. 


No. 53 regular comes in 18, 
20, 22, 24 and 26 inch lengths. 
Ship point pattern 26 inch. 

How about asking for your 
copy of The Atkins 1932 
“How-To-Do-It Book?” Thou- 
sands of good customers are 
paying 10c. a copy for it. May 
we send you one FREE? 


LITTLE THINGS MAKE BIG THINGS 


Boor plus four makes eight, but four times four is twice as much. Next 
week Sam Sayles tells how to multiply your sales. He shows how to cash in on 
an idea that others are using to make money. Look for the story. While it’s 
on your mind ask for the whole set of Sam’s selling talks. 
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LEGAL POINTS FOR THE RETAIL MERCHANT 


by Leslie Childs 





y 


Your Liability in 
Selling Substitutes 


HE question of the liabil- 
fk of a retail merchant for 

the unauthorized substitu- 
tion of merchandise, when a cus- 
tomer asks for a given article 
under its trade name, has been the 
cause of considerable litigation. 
And the courts have quite uni- 
formly held that any practice of 
this kind constitutes a clear vio- 
lation of the rights of the owner 
of the trade named article asked 
for, and may subject the mer- 


20 





chant to an injunction and dam- 
ages if the facts warrant. 

Of course, this does not mean 
that a merchant does not have 
the right to sell a customer some 
other make of article than the 
one called for if he can. And so 
long as he lets the customer know 
just what he is getting, well and 
good. But when a customer asks 
for an article under its trade 
name, and the merchant delivers 
an imitation or substitute with- 


out explanation, he is treading 
upon dangerous ground. Now let 
us see how the courts have ruled 
in cases of this kind. 


Groeer Sells Substitute 


In one case of this kind, a 
manufacturing company put out 
a cleaning powder under a trade 
name and built up a reputation 
for it through years of national 
advertising. A retail grocer 
stocked this powder and adver- 
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tised it for sale. He also stocked 
a.similar product of another com- 
pany, and when his customers 


asked for the nationally adver- | 


tised powder delivered the other, 
without any explanation to the 
customer. This went on for some 
time. 

Brought Suit 


Finally the manufacturer of 
the nationally advertised powder 
had this practice called to its 
attention, and brought suit in the 
Federal Court for an injunction 
against the grocer. In finding for 
the manufacturer and in enjoin- 
ing the grocer, the Court said: 


“The acts complained of are 
unlawful. . . . The customer at 
a grocery is not compelled to in- 
spect every package called for to 
see that he gets what he orders. 
He has the right to assume that 
he gets what he orders. The mer- 
chant, by assuming to fill the 
order, represents that the goods 
put up and delivered are those 
ordered. The manu- 
facturer of an article placed 
upon the market for sale has the 
right to demand of the dealer 
who purports and advertises to 
sell it that he deliver his product 
when called for by the cus- 
tomer.” 


So much for that case, and the 
rule announced therein is sup- 
ported by the great weight of au- 
thority, and the courts are open 
to grant relief to any manufac- 
turer or seller of goods under a 
particular trade name, where it 
appears that the good will of 
such trade name is being im- 
paired by the substitution of 
other goods under its color. As 
was said by the Court in another 
case of this character. 


A Fundamental Principle 


“It is a fundamental principle 
of the law that one cannot make 
use of a reputation which another 
has acquired in a trade name or 
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mark for the purpose of deriving 
such advantage in the manufac- 
ture and sale of the goods as 
arises from the good will and 
reputation of the original manu- 
facturer. Courts demand a high 
order of commercial integrity in 
the use by competitors of a name 
under which a rival gained busi- 
ness reputation, whether that 
name is strictly a trade-mark or 
is descriptive of quality merely, 
and from all filching attempts to 
obtain the reputation of another.” 

And in another case of this 
kind a manufacturer of oil, 
which was marketed under a 
trade name, found that a retailer 
was substituting another oil when 
motorists called for his product, 
and brought suit for an injunc- 
tion. The evidence showed that 
the customers were not aware of 
this substitution, but accepted the 
substitute thinking they were get- 
ting what they called for. On the 
above state of facts, the Court, 


in granting an injunction against 
the retailer, said: 

“The authorized and undis- 
closed substitution of one article 
of sale for another is familiar 
ground for injunction against the 
seller.” 

Conelusion 


In the light of the foregoing, 
it is clear that a retail merchant 
may let himself in for a costly 
dispute by engaging in the prac- 
tice of substituting goods with- 
out the customer’s consent. Of 
course, the great majority of 
merchants are above indulging in 
this practice; if they do not have 
an article called for, or for any 
other reason desire to sell an- 
other brand, they will state the 
case frankly to the customer and 
let the latter decide, which they 
have a perfect right to do. And, 
needless to say, this is the only 
safe and honorable policy to fol- 
low, and one that will pay big 
dividends in the long run. 





Know Your Liability 


You will find these clear and concise dis- 


cussions of your 
liability as a retail 
merchant in our 
third issue of each 
month. The next 
appears in Hard- 
ware Age for Jan- 


uary 22, 1932. 


Fourth of a series 
of articles about 
your liability as a 
merchant, by this 
author and attor- 
ney and counselor 
at law and a writer 
of note on legal 


matters. 





LESLIE CHILDS 
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A Few Suggestions for 


Annual Sales Meetings 


ENIUSES are scarce. Ge- 
niuses are erratic and 
hard to handle. Good 

sales management is getting the 
best results out of the average 
man. The best results in selling 
are usually obtained from the 
well-trained plugger. I mean 
that type of salesman who con- 
centrates whatever mind he has 
on learning about his goods, his 
sales story, and then who ever- 
lastingly, in hot weather or cold, 
in sunshine or rain, calls on his 
trade, shows his samples and 
tells his story. 

Annual sales meetings all over 
the country will soon be held by 
manufacturers and jobbers. 
What is the first thought in con- 
nection with a sales meeting— 
the best use of time. Time can 
best be saved by a concentrated, 
clean-cut program. Some things 
are more important than others. 
Sales managers in charge of 
meetings should carefully think 
out in advance the things that are 
of the most importance, and the 
program then should be arranged 
to give the necessary time to 
these important matters, holding 
the meeting down with an iron 
hand in a velvet glove, to concen- 
trate attention to the subjects se- 
lected. This means that every 
sales meeting to produce the best 
results must be carefully thought 
out in advance and systematized. 
A well organized, well handled 
meeting works so smoothly that 
the machinery controlling the 
meeting is out of sight and is not 
heard. 

What is one of the greatest 
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dangers to a sales meeting? It 
is devoting an unusual amount of 
time, discussion and attention, 
not to general cases, but to an ex- 
ceptional case. Unless the meet- 
ing is held well in hand, some- 
body will get up on the floor with 
some side issue or exceptional 
case that does not happen once in 
a thousand times and get the 
whole meeting at odds and ends 
arguing about something that 
really does not count. The only 
way to prevent this is to have a 
clean-cut program arranged and 
have it understood in advance 
that this program must be rigid- 
ly followed. 


Offer Prizes 


Here are some practical off- 
hand suggestions that have been 
found valuable at these annual 
sales meetings. There should be 
a small prize of some kind for 
the salesman’s catalog that upon 
inspection is found to be in the 
best condition, posted up to date, 
etc. Every salesman’s catalog 
should be inspected by a com- 
mittee. 

There should be a prize for the 
salesman’s line of samples, that 
is in the best condition. 

Arrangements should be made 
to have every line of samples of 
every salesman carefully checked 
up. It will be frequently found 
that salesmen are carrying sam- 
ples, especially in the cutlery 
line, that are obsolete or out of 
date. The salesman has not taken 
the time and trouble to remove 
samples when he has received in- 
struction to do so. 


This work of checking up cata- 
logs, price lists and samples can 
be done in the proper depart- 
ments while the convention is un- 
der way. Announcements of 
prize winners could be made at 
the end of the convention. 

There should be prompt ad- 
justment of samples short. The 
salesman should not be _per- 
mitted to start out in the new 
year unless all of his accounts 
with the house are in good shape, 
adjusted one way or the other. 
Every salesman, for instance, 
should be expected to see the 
cashier and square his cash ac- 
count. Balances of cash on hand 
should not be carried over from 
one year to the other. Cashiers 
and some salesmen will get my 
meaning. 

When the official of the com- 
pany or the sales manager in 
charge of the sales meeting has 
carefully laid out his plans, he 
should call a house meeting of 
those who will come in contact 
with the salesmen. At this meet- 
ing it should be clearly outlined 
and understood just what each 
house man will have to do with 
the salesmen. In some well-sys- 
tematized houses a list is drawn 
up of the things that each house 
man is to handle with the sales- 
men. Each of these house 
men is instructed to stick to 
his list. This prevents over- 
lapping and duplication of talks 
with salesmen. It is a good 
plan, especially where there 
is a large force of salesmen, to 
have a printed form which is 
handed by the sales manager to 
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each salesman upon his arrival. 
This form has a list of the peo- 
ple in the house which the sales- 
man is expected to see, and a 
blank opposite each name, where 
the salesman can enter the day 
and the time of his appointment. 
As the salesman talks to each of 
these house men, the house men 
sign their names or initials to 
the salesman’s card and when the 
salesman is prepared to leave, he 
must turn this card in to the 
sales manager, and of course at a 
glance the sales manager can see 
whether every engagement has 
been kept. Of course the house 
men must also carefully keep a 
record of their engagements with 
the salesmen. It is understood 
if salesmen or house men do not 
keep the engagements they have 
made, it is immediately reported 
to the sales manager for investi- 
gation. This is to prevent the 
careless waste of time that results 
from both salesmen and house 
men not keeping engagements 
promptly. 


The Convention Room 


In arranging the convention 
room the first thing to consider is 
that it should be a quiet place. 
Outside noises are very disturb- 
ing. It should also be arranged 
when these meetings are started 
that there are no interruptions 
from the outside, such as tele- 
phone calls, etc., either for the 
salesmen or the house men. It 
is hardly fair for 25 or 30 men 
to wait while some individual 
talks personal matters over the 
telephone. 

The time of every speaker 
should be allotted and rigidly 
maintained by the chairman. In 
most sales meetings the mistake 
is made of the house men doing 
all the talking. Salesmen be- 
come bored sitting for long peri- 
ods just listening. The power of 
sustained attention varies with 
Some minds cannot 


individuals. 
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concentrate for long periods. 
Therefore a certain period after 
each meeting, or during each 
meeting, should be set aside for 
questions from the salesmen. 
This makes the meetings more in- 
teresting. Salesmen, however, 
should be cautioned in advance 
that their questions should be in 
line with the subject of discus- 
sion. They should be warned to 
avoid side issues. 


The Salesmen’s Day 


If time permits, it is a good 
idea to set aside either an entire 
day, or part of a day, and allow 
the salesmen to take charge of 
the meeting themselves, appoint 
their own chairman and _ say 
frankly what they think of the 
lines of goods they have to sell, 
and of the manner in which the 
house is handling sales. The ut- 
most frankness should be invited 
at this meeting. Sometimes sur- 
prising results follow. We have 
known of cases where salesmen 
in a body have demanded certain 
lines of goods to sell in place 
of other lines that their buyers 
were trying to push down their 
throats. If the head executives 
of the company do not attend any 
other meeting, they should at- 
tend the meeting that is turned 
over to the salesmen. The sales- 
men are on the firing line. Nat- 
urally they are in closer touch 
with competition and with what 
is happening in the trade than the 
house men. All the house men 
get is what certain manufacturers 
tell them. The salesmen on the 
road get what all their com- 
petitors are saying on various 
subjects. The composite judg- 
ment of the salesmen of a house 
on any lines of goods or prob- 
lems is worth more, we believe, 
than that of any buyer or execu- 
tive in the house. Individual 
salesmen may get off on the 
wrong track. They may have 
misleading information. But the 








combined experience and judg- 
ment of a sales force of consid- 
erable size is almost invariably 
correct—at least, such has been 
my experience. 

Space forbids my following 
this subject into many interest- 
ing details of sales conventions. 
However, just one word in con- 
clusion. The sales manager or 
the president of the company 
should see each salesman alone 
before this salesman leaves for 
his territory. The question that 
should be asked each salesman 
at this personal interview should 
be very direct. “Are you leav- 
ing entirely satisfied? If not, 
what is wrong?” This question 
covers everything between the 
salesman and the house. For 
years, the writer followed this 
plan in handling a force of 
salesmen, and it was surprising 
some of the things that devel- 
oped in reply to this very direct 
question. Of course, if the sales- 
man is happy and satisfied, then 
all is well. But sometimes, even 
after a well organized sales 
meeting, there are matters about 
which the salesman in not hap- 
py, matters that should be settled 
before he starts out on another 
year’s work. Of course one of 
the greatest bones of contention 
among salesmen is the matter of 
territory. A whole chapter could 
be written on this subject alone. 
The wife of one of my old sales- 
men, upon opening his tin box 
after his death recently, found 
a file of correspondence 25 years 
old between this salesman and 
myself. Most of it was about 
his territory. She thought I 
would like to see those old let- 
ters. Just why this salesman 
put this correspondence away 
with his stocks and bonds and 
other valuables, I don’t exactly 
see. But no doubt there was 
something in the correspondence 
that to him was either valuable 
or interesting. 
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How Morris of Lockport, N. Y., Boosted 


T pays to “play up” the paint 
| department, according to the 
experience of Fred D. Mor- 
ris, proprietor of the Morris 
Hardware Co., 38 Main St., 
Lockport, N. Y. Until five years 
ago the firm’s paint department 
occupied space in the rear of the 
store. In this location it was out 
of sight and practically out of 
mind. Paint was then being pur- 
chased from several different 
sources of supply in a “hit-or- 
miss” fashion. It was rarely fea- 
tured in window displays. No 
attempt was made to remind pa- 
trons that the store had paint for 
sale. Under these circumstances 
the store’s annual paint volume 
did not total much more than 
$2,500 even in good years. 
Then, just five years ago, came 
the awakening. Mr. Morris will 
tell you it was his good luck to 
have a paint sales manager come 
along, and in a rather lengthy in- 
terview this gentleman succeeded 
in convincing Mr. Morris that he 


was passing up 
an exceedingly 
good profit bet 
by not pushing 
paints. He was 
shown where it 
would be to his 
advantage to 
buy practically 
all of his paint- 
ing materials 
from _ one 
house. This, of 
course, he now 
recommends 
only when that 


Five years ago, Fred D. 
Morris, Lockport, N. Y., was 
convinced that he could 
profit by a new alignment 
in his paint department 
policy. 

His first decision was to 
buy as much as possible of 
his stock from one source 
of supply which gives a con- 
sistent support in sales pro- 
motion. 

The paint department 
was brought out into the 
light to a better location. 

These and other changes 
provided the answer to the 
question: How did he do it? 
Read about it here. - - 


but Mr. Morris 
decided upon 
another loca- 
tion. However, 
he now avers 
that he might 
have been still 
better off had 
he followed the 
sales manag- 
er’s original 
suggestion, 
since the paints 
would have dis- 
placed less re- 
munerative 
items which 


wholesaler or 
paint house is 
able and willing to give reason- 
ably consistent support in sales 
promotion. 

As the first step in the re- 
juvenating process, the paint de- 
partment was moved out of the 
dark back room. The sales man- 
ager tried to induce him to de- 
vote some space up in the front 
of the store for the paint section, 


: MORRIS 
4IARDWARE 


were being dis- 
played in the front of the store. 
Stock of other lines was 
cleared out in the rear of the 
store adjoining the office and 
along the linear wall space of 
not more than forty feet, about 
six shelves high. Mr. Morris 
admits that this was not the best 
location by any means for a line 
of merchandise which was going 
to be pushed for the first time. 
Nevertheless, during the first 
year, he doubled the gross sales 
of any previous year, during 
which, paint was stowed in the 
back room. 
Grossing More Than 
$10,000 
Today, after four years under 
the new scheme of operation, 
Mr. Morris’ paint department is 
grossing more than $10,000 an- 
nually—and this is being done 
in years when the paint demand 
has been lighter than usual. He 
carries a paint inventory of ap- 
proximately $2,000 and believes 
that his normal stock is some- 
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what larger than might generally 
be considered necessary, as he 
can secure replenishments within 
twenty-four hours. However, he 
declares that he prefers to have 
an ample stock of every item so 
that patrons needs can be imme- 
diately supplied. One salesman 
has been delegated the duty of 
keeping the paint stock re- 
plenished and is rarely unable to 
fill an order. Sometimes, how- 
ever, he is able to fill only a part 
of an unusually large order, and 
in such cases the customer is 
supplied with the amount on 
hand and the balance is deliv- 
ered within twenty-four hours, 
or most often, long before it is 
actually needed. 

Considerable sales promotion 
in paints is now being done by 
Mr. Morris. One of his best 


stunts is to invite all of the-paint- 
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The Morris Hardware Co. paint depart- 
ment after rebuilding shelves and rearrang- 
ing stock. 


ers in Lockport to a dinner at a 
local club one night each year, 
at which a representative of his 
paint house speaks, discussing 
particularly any new products 
which are being brought out. 
These meetings are usually held 
in the early spring, just before 
the active painting season begins. 
Thirty-five or forty painters 
usually attend and this has prob- 
ably done more to win the good 
will and the business of master 
than any one other 
factor. Also, with the aid of his 
source of supply, Mr. Morris 
stages at least two paint demon- 


painters 


stration weeks each year, de- 
voting his show windows or a 
portion of the store to that pur- 


The supply house fur- 


pose. 


diPaint from *2.500 to *10.000 


nishes the demonstrator and the 


events always stimulate busi- 
ness. 

But probably the best bit of 
promotion work he does takes a 
most economical form and is the 
widespread mailing of advertis- 
ing matter once or twice a year 
to old customers and new pros- 
pects. A coypon is invariably 
attached, good, with a small sum, 
which is usually ten cents for a 
liberal size can of paint or 
enamel when presented at the 
store. Mr. Morris recalls count- 
less instances in which these little 
coupon sales have paved the way 
to large and profitable trans- 
actions. He also recommends 
starting business relations with 
one good supply house and advo- 
cates working with it closely in 
advertising and sales promoting 
activities. 











When Retailers 
Pay for Services 
They Don’t Get 
or Get Services 
They Don’t Pay 
for It Is Not 
Only Unfair but 


Uneconomical 


by CHARLES E. BRADLEY 
Hardware Merchant, Blue Mound, Ill. 


HE independent hardware job- 
ber is doing more to_ bring 
prices down to proper levels 
than anyone else. Buying in a com- 
petitive way, his influence tends to 
keep manufacturers’ prices in line. 
This is one of the basic economic 
duties he has to perform. Manufac- 
turers who find their outlets entirely 
through independent jobbers seem to 
have their prices at better levels than 
those who do their.own distributing. 
The units created by manufac- 
turers to distribute their own prod- 
ucts (performing a service similar to 
that of a wholesaler) cannot enter 
competitive markets as buyers. They 
have been stripped of that economic 
function which independent jobbers 
use to advantage. This allows manu- 
facturers’ prices to seek higher levels. 
That’s why I believe prices on com- 
modities that come through the job- 
ber are more in line than those com- 
ing from manufacturers’ distributing 
units. 

If distributing is a service (and I 
believe it is), the supplier’s price 
should be based on that factor. If 
the distributor fails to do this, the 
abuse of price creeps in. When a 
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This Matter of 


PRICES 


dealer pays for a service he does not 
get, or obtains a service for which 
he does not pay, it is economically 
unsound as well as unfair. 

For example, purchasing paint in 
unit packages as packed by tke fac- 
tory is not considered in the pricing 
of paint. If I would buy fifty one- 
gallon cans of outside white in one 
order, or if I placed fifty orders for 
one gallon each, the price is just the 


same. Yet the service (distributor’s 
cost) is less on the single order for 
fifty gallons. 

Am I supposed to believe that 
small orders are filled at a loss? If 
so, where is this loss spread? It 
cannot be thrown out of the window. 
That’s why I contend that service 
costs are placed where they do not 
belong, and such distribution is un- 


economic. (Continued on page 47) 





How Can Retailers Compete with Chain Stores Which Buy for 


Less Than the Wholesaler’s Price to Retailers? 


Wants Address 


of Any Jobbers Operating on 3 to 5 Per Cent 


by ANTHONY DOHERTY 
Doherty Hardware Co., Baton Rouge, La. 


HERE are we headed for? 
We have gotten some letters 
in the last few days that 


made us sit up and think. 

We don’t know whether it is a 
compliment to have a factory think 
we have capacity to do a jobbing 
business on 5 per cent, or whether 
it is a reflection on our intelligence 
to have them believe we are fools 
enough to think we can do business 
on 5 per cent. 

One factory wrote us giving us 
prices to sell railroad companies, 
which are identical with our cost, 
and say they will make these prices 
direct to the railroad companies and 
for us to do likewise and enjoy a 5 
per cent discount on that business. 

We have another factory from 
whom we have been buying for 
years. One of our big corpora- 
tions offers them a lot of busi- 
ness which they accept at 
the same carload prices 
previously given us. 

We took the mat- , 
ter up with them 
and they write 
back _ stating ait 
the shipments : 


will have to be made to this corpo- 
ration (who is a consumer of this ma- 
terial) in less than carload lots. 
and we can handle the busi- 
ness from our stock on the 
difference between carload 
rate of freight and less- 
than-carload rate, 
which figures about 
3 per cent. 

We have’ an- 


(Continued 
on page 47) 


ANTHONY 
DOHERTY 


HARDWARE 





HE present system of 
f hee distribution is 

infested with business bar- 
nacles. The general overhead is 
so high that even the elimina- 
tion of price discrimination 
would not enable the rank and 
file of hardware retailers to 
profitably meet their competi- 
tion. 


The Hardware Council has re- 
peatedly pointed out the causes 
for high distribution costs. Yet 
those costs are as evident today 
as they were five years ago. 
Manufacturers, wholesalers and 
retailers—as groups still harbor 
their pet barnacles, and wonder 
at the scarcity of profits. 


Have manufacturers general- 
ly adjusted their package quanti- 
ties to fit the retailer’s require- 
ments, particularly as to goods 


of infrequent sale, thus eliminat- 
ing the extra expense incident to 
the handling of broken pack- 
ages? Have they reduced the 
number of specialty salesmen 
and missionaries who solicit 
orders to be filled by or through 
wholesalers, thus saving the ex- 
pense of such duplication of ef- 
fort? Have they cut out the 
wastage in so-c alled dealer 
helps? 

Have wholesalers as a class 
heeded the admonition to be 
wholesalers? Have they quit 
financing irresponsible dealers, 
or encouraging inexperienced 
men to go into the retail busi- 
ness? Have they limited their 
sales efforts to territories which 
can be served most economically 
and efficiently? Have they so 
handled their stocks that they 
have been able to avoid substitu- 
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Business 
Barnacles 


by LLEW S. SOULE 


tion, back orders and factory 
shipments? 


Have retailers generally 
trained their employees to sell? 
Have they concentrated their 
buying? Have they maintained 
complete stocks? Have they, so 
far as possible, avoided asking 
the wholesaler to break pack- 
ages? Have they controlled the 
granting of credit and put their 
collections on a proper basis? 
Have they made the fullest use 
of the cash discount? Have they 
cut out unnecessary services and 
asked wholesalers to do the 
same? 


You know the answers to the 
above questions. 


We have been passing through 
one of the worst depressions in 
the history of business. Indi- 
vidual manufacturers, wholesal- 
ers and retailers have cut their 
own overhead costs to what they 
regard as the limit. They have 
reduced salaries, laid off em- 
ployees, and pared down inven- 
tories. But—what does it all 
amount to if the general over- 
head is allowed to run wild? In- 
dividual chain stores have also 
cut expenses to the bone. so that 
score is equalled. They still have 
an advantage in general over- 
head. 

If the retailer is to hold his 
own in competition, he must be 
relieved of all unnecessary gen- 
eral overhead—a fair share of 
which may be justly attributed 
to his own acts. 

If the wholesaler is to con- 
tinue to perform what we believe 


to be a necessary function of 
hardware distribution, he must 
do his part in reducing general 
distributing costs. He must be a 
wholesaler. He must swallow 
his pride, if pride induces him 
to hang onto territories which he 
cannot serve economically, ef- 
ficiently and profitably. He must 
join his fellow wholesalers in 
wiping out a lot of unnecessary 
and expensive so-called services. 
He must recognize the fact that 
his future is dependent upon the 
future of the retailer. 


If the hardware manufacturer 
hopes to market his wares 
through the established system— 
and it is the only profitable sys- 
tem for the bulk of such manu- 
facturers—he must do his part 
in making it possible for the 
wholesaler and the retailer to 
meet their competition. He, too, 
must swallow his pride and re- 
frain from senseless price wars, 
as well as competitive methods 
which add to general distribu- 
tion costs. 


When conditions generally be- 
come better—and that time will 
come sooner than most of us ex- 
pect—competition will be even 
more keen than it is today. Chain 
stores will fight fiercely to re- 
trieve the losses due to the de- 
pression; to pay bigger divi- 
dends to stockholders. 

The hardware industry cannot 
hope to hold its place in the sun 
if it enters the new era of com- 
petition with an inflated general 
overhead; an overhead which the 
factors of the industry alone con- 
trol. 


Now is the time to scrape off 
the barnacles. 








Miarvin’s 


Store Mieetings 


by LLEW S. SOULE 


Mrs. Adams Comes In “To Look Around’’ 


ILL HIGGINS was frankly 
B perplexed. He had been 

appointed to conduct the 
coming store meeting of the Mar- 
vin hardware store and had not 
the faintest idea of what kind of 
a meeting to arrange. As he 
walked slowly toward. the front 
of the store he saw one of his 
fellow salesmen greet a woman 
customer, talk to her for a mo- 
ment and then precede her to 
the housefurnishings department. 
A few minutes later he noticed 
him jotting down a delivery or- 
der for this same lady. 

All at once the troubled look 
on his face vanished to be re- 
placed by a self-satisfied smile. 
“T’ve got it,” he said to himself. 
“T’ll bet this will make the bunch 
sit up and take notice.” That 
evening there was a conference 
between Bill Higgins, Van Davis 
and Charlie Hanson. The next 
day, during a lull in sales, the 
three were to be seen in earnest 
conversation with May Garvin, 
the efficient young lady who han- 
dled the Marvin 


Marvin employees assem- 
bled Friday evening, they 
found the back part of the 
salesroom transformed into 
a small model store. Tables 
were arranged and trimmed, 
apparently ready for busi- 
ness. On these tables were 
displays of special lines of 
merchandise, of the profit- 
bearing type. There were 
even some cleverly worded 
show cards and signs to 
carry out the store idea. The 
speaker’s desk had _ been 
drawn to one side of the 
model store with the chairs 
for the employees arranged 
in front of it. 

When the meeting had 
been called to order. Bill 
Higgins rose and began: 
“Fellow employees, this 
meeting will deal with retail 
store selling. We have ar- 
ranged a small space at your 
left to represent a store. 
Now most of us know how 
to sell goods to men, but we 

are not so pro- 


bookkeeping and_ Fifth of a series of ficient when it, 
acted as Mr. Mar- articles in narrative Comes to wo- 


vin’s secretary. As 
they left, she nodded 
heartily. 

There were other 
meetings at various 


form reporting the 
happenings at a re- 
tail hardware store 
which organized its ;esent Mrs. 


men. There- 
fore we have 
persuaded Miss 
Garvin to rep- 


times during the staff for better sales Adams, a wo- 


week, and when the 
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known to all of us. Van is to be 
the first salesman. I want you all 
to watch carefully, so that after 
the demonstration is over we can 
discuss the methods used. All 
ready, Van,” he added. 

Van Davis walked over into 
the model store, taking his posi- 
tion midway down the aisle. 
Meanwhile Miss Garvin, who had 
placed herself near the location 
marked “store door,” made her 
“stage” entrance. Van came for- 
ward briskly. “Good morning, 
Mrs. Adams,” he said, “Some- 
thing for you today?” No, thank 
you,” was the reply. “I’m just 
looking around.” “Oh, that’s all 
right,” said Van. “We’re glad to 
have you look around; if you see 
anything that interests you, I'll 
be glad to show it to you.” The 
pseudo Mis. Adams then began 
a leisurely stroll around the 
tables and displays, as Van vig- 
orously pretended to arrange 
stock. Finally she turned and 
walked briskly out of the store 
door. A look of intense surprise 
spread over Van’s face. “Say!— 
what’s the matter?” he demanded. 
“What did I do that was wrong?” 

Miss Garvin from her place in 
the meeting room _ responded 
pleasantly: “I won’t say that you 
did anything wrong. I merely 
walked out, because that is just 
what I would do if I came into a 
store to look around and failed 
to see anything I wanted.” Van 
started to remonstrate, but Chair- 
man Higgins rapped briskly on 
the table with his gavel. “Come 
back into the meeting Van,” he 
said, “‘we’ll have the discussion 
later. Now we will have someone 
else try the selling. You fellows 
all know the real Mrs. Adams,” 
he went on. “Now do a little 
thinking. See if you can’t figure 
out some method that would in- 
terest her in some article in 
those displays, if she should hap- 
pen to drop in the store to look 


around.” “Let me try?” said 
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Charlie Hanson eagerly, as he 


‘started up from his chair. 


“Okay,” said Bill. “Mrs. Adams, 
will you resume your shopping 
tour?” 

Charlie took the position re- 
cently held by Van, and again 
the “psuedo” Mrs. Adams en- 
tered the “make-believe” Marvin 


store. “Good morning, Mrs. 
Adams,” said Charlie. “Can I 
be of service to you?” “No, I 


think not,” was the reply. “I’m 
just looking around.” “Very 
well,” said Charlie, “‘we like to 
have our friends look over our 
merchandise displays; we’re 
rather proud of our assortment. 
By the way, Mrs. Adams,” he 
continued, “‘you are a friend of 
Miss Thorne’s, are you not?” 
“Yes, indeed,” said Mrs. Adams, 
“We have been friends since 
childhood.” “‘Well,” said Charlie, 
“T understand she is to be mar- 
ried next week to Mr. Garland.” 
“Yes,” replied Mrs. Adams 
pleasantly, “the wedding is set 
for Friday.” “So I heard,” said 
Charlie, “and I’m going to tell 
you a little secret: Her cousin, 
Mrs. Williams, was in the store 
this morning, and bought one of 
our electric waffle irons as a wed- 
ding gift. It was one like this,” 
he added, walking over to the 
display of electrical appliances 
and picking up a waffle iron. 
“Tsn’t that a beautiful and ser- 
viceable gift?” “It is a beau- 
tiful gift,” said Mrs. Adams, as 
she examined it closely, “and I 
do feel in times like these we 
should all give useful presents.” 
“Yes,” said Charlie, “and that 
gives me an idea. Wouldn’t it 
be nice if the future Mrs. Gar- 
land would have a complete elec- 
trical equipment for her break- 
fast or luncheon table? We have 
this same pattern in a_perco- 
lator, a toaster and a grill. They 
are reasonably priced, but of 
splendid quality. I’m sure she 
would appreciate the thoughtful- 


ness of her friends if they should 
present her with these items in 
the same pattern as the waffle 
iron. Don’t you think so, Mrs. 
Adams?” 

Mrs. Adams studied the dis- 
play quietly for a moment. “You 
know,” she said, “I really was 
looking for something to give 
her. What is the price of the 
percolator?” Charlie put down 
the waffle iron, picked up the per- 
colator, and said: “This perco- 
lator is made of copper, chrom- 
ium plated. It is not only a per- 
fect ‘coffee maker,’ but it will 
last for years and retain its beau- 
tiful finish. Considering its qual- 
ity, it is very reasonably priced 
at $8.” “That is about what I 
wanted to spend on my gift,” 
said Mrs. Adams, “‘and I’m sure 
Frances will like it. You may 
send it up.” “Thank you,” said 
Charlie, “it will be sent up this 
afternoon.” 

As the erstwhile Mrs. Adams 
left the store, there was a round 
of hearty applause, led by Mr. 
Marvin himself. Then Bill arose 
and said: “Fellows, I presume 
you think we owe an apology to 
Van. However, the fact is that 
Charlie, Van, Miss Garvin and 
myself planned the whole thing. 
Van even helped to work up 
Charlie’s sales talk. They have 
been rehearsing for almost a 
week. If you noticed carefully, 
you heard Van greet Mrs. Adams 
with: ‘Something for you today?’ 
The question was not a good one 
to use, but Van used it purposely 
to illustrate a point. That ques- 
tion suggests the spending of 
money, which often blocks a sale. 
It also suggests the answer NO. 

“Van then allowed her to look 
around without any attempt to 
arouse her interest in any of the 
merchandise. That is what too 
many of us do today. We must 
take it for granted that people 
come into the store prepared to 

(Continued on page 46) 
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portunity for the hardware dealer than ever, 
since useful gifts will, in most cases, take the 
place formerly occupied by gimcracks. The price 


7 Christmas will, or should be, a better op- 


range to be found in the hard- 
ware store is wide enough to 
satisfy the requirements of 
most people, which is another 
reason why a good Christmas 
trade total should be expected. 

At Christmas time, no matter 
how much money customers 
have to spend for gifts, a cer- 
tain amount of apportionment 
of funds must be made. There- 
fore, price tickets are of para- 
mount importance. They help 
the shopper to make a rapid 
mental calculation of his or her 
funds and tend to aid in the de- 
cision to buy. Have your price 
tickets neat, legible and in- 


30 


7 LOOKOVER ¥ 
THIS DISPLAY OF \ 


formative. 










































































Mlore Shot at 


An additional help in making price 
tickets effective is to have them uniform in shape 
and color scheme. The repetition of these features 
in a price ticket throughout a window display will 


act as just that many points of 
contact with the customer’s at- 
tention. 

Charts are provided for the 
posters. The color plan for the 
housewares poster calls for 
dark blue background with the 
white spots to suggest snow- 
flakes. Red for the hat and the 
lines “housewares” and “gift 
suggestions,” and the balance of 
the lettering may be blue. The 
same colors may be used for the 
other window featuring heating 
apparatus. . This heating win- 
dow is, as shown, built up with 
boxes covered with red crepe 
paper, to give the suggestion of 
warmth and comfort. 
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Above all, don’t neglect the matter of LIGHT. 
If you would get the most from your windows, be a 
spendthrift with light. Nothing shouts louder or 
more effectively. 


HOW TO DRAW 

THE POSTERS 
Decide how many 
times you wish to 
enlarge these pic- 
tures, then divide 
the space of your 
large sheet into 
the same number 
of squares and 
proceed to map 
out your design 
as per the copy. 
The indexing 
along the side 
and top are to 
assist in locating 
your starting 
points as you 

work. 
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You Carit Enjoy XMAS 
If Your Homels Cold. 


How About Some New 
Heating Eoupment J /7 


Christmas Trade 





































This is what the action 

display will look like 

when completed accord- 

ing to directions below. 

It may be built flush 

with the background of 
a window. 














Another Good Action Display! 


ERE is an idea which will suggest a boy 
H coasting down a hill on a sled. Hook up 

an endless belt, made of oilcloth, to which 
cotton may be pasted, to an electric wringer. The 
other roller can be fastened to the front end of the 
frame. 

A small sled of corresponding size to the width of 
the roller can be made from cardboard and a small 
light doll fastened to it. The sled can be fastened to 
the top of the frame with thread, as shown in the 
sketch, allowing it to swing clear of the belt, just a 
small space being left between them. 

When it is about to be set up and started in motion, 
branches of evergreen trees should conceal the 
mechanism. 
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Four Star Salesmen 


F you could secure the services 
of a high-grade and successful 
salesman for your hardware 
store at very little cost, you would 
certainly take advantage of the op- 
portunity. If you were paying a high 
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grade salesman a large salary for 
his successful selling, you would 
probably place every facility at his 
disposal. It would be good business 
on your part to do so, because it 
would be up to you to get the great- 
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est results from the money invested. 

In your show windows you have 
great potential selling ability. Dress 
these windows in a way that will not 
only attract the attention of your 
prospective customers, but also 
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arouse their admiration and respect. 
It is reasonable for the customer to 
suppose that the store which has the 
intelligent direction to produce the 
well arranged window displays pic- 
tured on these pages will also have 
the ability to serve him well. 


Art Benson of Schlafer’s; Apple- 


co -piptttl 
Gwe Her , 
| corel etal 
CHINA] 
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ton, Wis., a store well known for its 
good windows, arranged the displays 
at the top of these pages. The color 
in the original windows certainly 
added much to their effectiveness. 
Paul Patrick was the window trim- 
mer for the London Hardware Co., 
Johnson City, Tenn., on the paint 
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window at the bottom of page 32. 
Its central focal point draws the at- 
tention to the merchandise. 

A very well done window, featur- 
ing glassware, bottom of page 33, 
comes from the Ritchie Hardware 
Co., Concord, N. C. 


Four star salesmen! 
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ADVERTISING SERVICE 








Uncle John Says: 


Men! Don’t miss the January 
Clearance Sale at (Store Name). 
Prices have been slashed—in 
many cases to \%. You are 
bound to save in the long run if 
you buy your hardware needs 
now, for anything you buy at 
(Store Name) no matter what 
price you pay is high quality 
and sure to give long wear and 
satisfaction. 


(List Items 
With Prices) 


YOUR STORE NAME 














Don’t Smash Your 
Alarm Clock 


It will pay you to get up 
early Saturday, January —. 
(Store Name) is offering Sat- 
urday Specials that you 
really can’t afford to miss. 
Look at these values! 


(List Items 
With Prices) 


YOUR STORE NAME 


By Samuel Kalp 


HOW TO USE 


The illustrations, layouts and ads supplied with this service are 
especially planned to help every hardware store make its advertising 
more practical and effective by the liberal use of human interest 
illustrations. Copy is always supplied in so far as it is practical for 
use by all of our clients. ¢ 


The description and pricing of the items must necessarily be left to 
the individual store in most cases. In writing the descriptions to give 
to your printer with the supplied ad layouts keep in mind that brief, 
to the point descriptions are the most effective. The style, size, col- 
ors, unusual features, or special economies effected by the use of the 
item should be given. If greatly reduced, it is sometimes desirable 
to show former as well as reduced price. If any question arises con- 
cerning the use of these ads, write us. You'll find us willing to help 
you sell more hardware at all times. 


HOW TO ORDER 


If you have local stereotyping facilities, request the complete sets 
of mats of all the advertising illustrations of these two pages, in- 
closing your check for $1.25. If you need mounted cuts order them 
by number given under each cut, listing the numbers in a column. 
Figure the charge of 35c. for each cut when less than ten cuts are 
ordered; when ordering ten cuts or more figure the charge at 30c. 
for each cut ordered. Inclose check with order, please—this saves 
bookkeeping for small amounts. Send all orders to 


HARDWARE AGE ADVERTISING SERVICE 
239 W. 39th St. New York City 
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January Clearance! 











The Lowest Prices in 14 Years ! 


~You’ll be amazed when you see this high grade 

merchandise sold at our low prices. Here is 

your opportunity to buy your needs and make 

vVv3 — Come early—quantities are lim- 
ited! 


(List Items 
With Prices) 


YOUR STORE NAME 
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Let Good Advertising 
Be Your Right Hand Man for 1932 


HARDWARE AGE 
ADVERTISING 














Many thrifty people wait for our January Sale. They know they 
can buy high quality things that wear and give satisfaction at 
prices as low as those you pay for the so-called “cheap”? merchan- 
dise. It pays to buy good things and it pays to buy them at 


(Store Name). 





Baking 
Glassware 
00c. 


A very low price on 
baking glassware guaran- 
teed oven proof. Set 
consists of round casse- 
role 1 quart capacity, 1 
bread or cake dish 9 x 
5 x 3 inches, 1 round 
baking dish, 2 quart 
capacity and 6 custard 
cups. 


(List Items 
With Prices) 


VV6 


YOUR 


CARD 
TABLES 


You’il want several of 
these card tables at this 
low price. Durable fab- 
rikoid top—wooden frame 
in red, green or black 
—rigid construction with 
brace underneath, metal 
edges. 


STORE 








Come early to this great profit sharing event! 
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Kitchen Cabinet 


Made of select. hardwood, fin- 
ished in washable enamel—easy 
to keep clean. Has an‘ exten- 
sion stainless porcelain enam- 
eled steel top that pulls out 


to a working surface of nickel 
hardware. MHeight..... width 
GOES... GOS:..... 


Fre Pee A wonderful 
buy at this price. 


$00.00 


NAME 
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Let the Cold Winds Blow 


If you have the proper heating 
equipment for your home. The 
right kind of a _ heater, the 
proper size gas radiant, an elec- 
tric or oil heater can do a lot 
toward keeping your family 
comfortable and protecting their 
health. You'll save about %& 
if you buy your heating equip- 
ment at (Store Name). 


(List Items 
With Prices) 


YOUR STORE NAME 
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We Hate to Hear Men Brag But We Must 
Tell You About Our Values 


If you are thrifty and appreciate the value of a dollar, then 
you'll like to hear about our extraordinary values. Fine high 
grade merchandise being sold at prices as low as 15 years 
ago—in fact, our prices are the lowest we’ve ever seen for 


such good quality things. 


while. 


YOUR 


(List Items 
With Prices) 


STORE 


Come in today, you’ll find it worth 


N A M E- 
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We Present for 1932 


Merchandise that is new, 
modern, and built to give 
long wear and satisfaction. 
We present prices that are at 
rock bottom, the lowest since 
the war. We offer you fine 
things for use in and around 
your home at prices you can 
afford. Look at these values! 


(List Items 
With Prices) 


YOUR STORE NAME 
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FOR THE 
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Executive 
Changes, Meet- 
ings, Current 
Events in the 
Trade 











News... WeeK 





News of 
Retailers 
Jobbers 
and 
Manufacturers 
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Windows Most Effective Advertising 
J. F. O’Brien Tells Dealer Groups 


Addresses North Jersey and Brooklyn Associations 


“Retail show windows are 
worth 50 to 70 per cent of store 
rental cost in advertising. Bright 
light in these windows will ad- 
vertise your store and bring big- 
ger returns in sales,” declared J. 
F. O’Brien, advertising and sales 
promotion manager, Westing- 
house Lamp Co., New York City, 
speaking before the North Jer- 
sey Hardware & Supply Associa- 
tion, Tuesday, Dec. 8, at the 
Down Town Club, Newark, 
N. J. Mr. O’Brien made the 
same talk to the Brooklyn Hard- 
ware Association, Thursday, Dec. 
10, in the Johnston Building, 
Brooklyn, N. Y. His subject, 
“Making Store Buyers Out ‘of 
Window Shoppers,” illustrated 
with lantern slides, was very well 
received at both groups, and 
prompted interesting discussions 
on points brought out. Every 
phase of window decorating was 
explained, including the use of 
colored materials and color light- 
ing. 

Elaborating on the value of 
window display to the gross busi- 
ness of the retail merchant, Mr. 
O’Brien said: “Because the show 
window attracts pedestrians and 
induces them to enter the store, 
resulting in actual sales, it rep- 
resents a large per cent of the 
store rental cost in value to the 
business. The head of a large 
national chain store system re- 
cently estimated that his show 
windows represented from 50 to 
70 per cent of the rental cost of 
each store.” 

That the retail. merchant must 
use his complete repertoire of 
selling methods to overcome sales 
resistance of the buying public 
evidenced by Mr. O’Brien’s 
statement relative to the time re- 
quired for a pedestrian to pass 
the average store. He _ said: 
“Careful investigation shows that 
it requires a pedestrian only 
seven seconds to pass by the av- 
erage store show window. In 
that short interval the window 
display must catch his attention, 
hold it, then arouse his desire to 
enter the store and buy. Since 
50 per cent of the average public 
has defective vision and hence 
cannot see quickly or accurately, 
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the merchant must use plenty of 
light in order to catch the pedes- 
trian’s attention.” 

President J. J. Leonard, South 
River, N. J., presided at the New- 
ark meeting, and President Rob- 
ert L. Hammond was in the chair 
at Brooklyn. Secretaries Horace 
Molyneaux and R. A. Atkinson 
carried out their duties in their 
respective meetings. 

At Newark, Charles J. Heale, 
managing editor, HarpwarE AGE, 
conducted a short discussion on 
cooperative retailer movements 
such as practised in Chicago and 
Washington, emphasizing that 
selling was the retailer’s most im- 
portant job and that only from 
sales could profits be made. 

At Brooklyn, Gus Flamman, at- 
torney for that body, talked on 
chain store taxation, urging that 
the New York State Retail Hard- 
ware Association bring pressure 
to bear at Albany for such relief 
in New York State. His com- 
ments provoked a lively discus- 
sion, in which Messrs. H. A. Cor- 
nell, Atkinson and Heale partici- 
pated. Before closing, Jean Blair, 
Wm. Purdy Stores, New York 
City, explained the window deco- 
rating and price card services 
offered by his organization. 

H. D. Lufkin of Westinghouse 
Lamp Co. was a guest of the 
Brooklyn association. 





MACBETH-EVANS FOUNDS 


INSTITUTE FELLOWSHIP 
Dr. Edward R. Weidlein, di- 


rector, Mellon Institute of IJn- 
dustrial Research, Pittsburgh, 
Pa., has announced that the Mac- 
beth-Evans Glass Co., Charleroi, 
Pa., has established in that in- 
stitution a fellowship in illumi- 
nating glassware. According to 
Dr. Weidlein, the scientific inves- 
tigations that will be conducted 
by this fellowship will be for- 
ward-looking — a_ continuation 


along original lines and entirely 
independent of the technologic 
research that is carried on in the 
Macbeth laboratories. 

Dr. Rob Roy McGregor, a spe- 
cialist in physical chemistry, has 
been appointed to the incum- 
bency of this fellowship. Dr. 
McGregor received his profes- 
sional training at McMaster Uni- 
versity and at the University of 
Illinois and has been a member 
of Mellon Institute’s research 





staff since 1927. 





Geuder, Paeschke & Frey Executive Rounds 
Out 50 Years of Service 


Seldom does a business execu- 
tive have the privilege of com- 
pleting fifty years of service with 
one company, helping to guide it 
through formative years, through 
good times and bad. This is the 
unusual record of Frank J. Frey, 





F. J. FREY 


first vice-president and treasurer 
of Geuder, Paeschke & Frey Co., 
Milwaukee, Wis. The situation 
is all the more unique in hard- 
ware annals due to the fact that 
it was but two years ago that the 
company celebrated the golden 
anniversary of its president, 
Charles A. Paeschke, who joined 
the company two years prior to 
Mr. Frey’s affiliation with it. 
Working side by side for fifty 
years these two major executives 
developed the business from prac- 





tically a “standing start” to its 


present well recognized position 
in the industry. 

When the company holds its 
annual sales convention, Jan. 4, 
5, and 6, the usual banquet on 
the second night of the meeting 
will be a very special event in 
honor of Mr. Frey, and in cele- 
bration of his golden anniversary. 

Teamed together for half a 
century these men have not only 
been successful in building up a 
eading business organization, but 
have also made a vast number of 
friends in the hardware industry, 
carving for themselves and their 
company an enviable position. 





PAESCHKE 


CHARLES A. 


Hardware men everywhere will 
find inspiration in this record of 
service, and will join with the as- 
sociates of Mr. Paeschke and Mr. 
Frey in wishing them continued 
good health and even further 
opportunity for useful service. 
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G. E. ROGO IS LEONARD 
DISTRICT MANAGER 


G. E. Rogo has been named as 
district manager for the New 
York and New England territory 
of the Leonard Refrigerator Co., 
Detroit, Mich. After having been 
in the banking business for 
eight years, in various capacities, 
he was in the paint and varnish 
business for six years. In 1921 
he joined Kelvinator Corp., De- 
troit, Mich., as assistant treas- 
urer. Soon after he took over 
for the factory the distributor- 
ship at Peoria, IIl., and in 1925 
took over distributorship in New 
York City, changing it to 
branch. In 1928 he did the same 
thing at Philadelphia and the 
following year did the same op- 
erations at Cleveland. 

In 1929 he left Kelvinator as a 
regular executive, but has since 
handled various assignments for 
the company. 


a 


MEAD HARDWARE MOVES ; 
REQUESTS CATALOGS 


Mead Hardware Co., retail 
and wholesale dealers, Albu- 
querque, N. M., is moving its 
store from 307 West Central Ave- 
nue to 120-124 North Second 
Street. Russell F. Mead, presi- 
dent of the company, was in 
business in Huntington, W. Va., 





FARM AID IN THE OZARKS 


The Aid Hardware Co., West 
Plains, Mo., “the most interest- 
ing store in West Plains,” has a 
novel (in these days) way of 
helping the farmers among their 
customers, and incidentally bring- 
ing in some delinquent accounts. 
Here is a copy of a letter sent 
out by the Aid Company: 

Dear Sir: 

As we have considerable cat- 
tle, hogs and goats down on our 
ranch, and as we are not in a 
position to raise much corn, until 
we get more clearing done, we 
are going to have to buy most 
of it. 

We just thought it might be 
possible you could furnish us 
with a few bushels, to cover your 
account with us; and _ perhaps 
this would help you; as it will 
help us. Your account to date 
is $———_. 

We will allow you 50c. per 
bushel for the corn. 

We will be very glad to hear 
from you at once in regard to 
this -matter. 

Very truly yours, 
Aw Harpware CompPaANy. 
P. S.—You know you will not 


want our goats to starve. 
If anyone has a neater way of. 
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with The Foster-Mead Hardware 
Co., having gone to New Mexico 
in 1908. 

New manufacturers’ 
are requested. 


catalogs 


J. E. CHAMBERS BUYS 
O’DEA HARDWARE 


J. Earl Chambers, secretary- 
treasurer, O’Dea Hardware & 
Paint Co., 405 East Sixth Street, 
East Des Moines, Iowa, has pur- 
chased the business. The busi- 
ness was established in 1902. Mr. 
Chambers joined the firm as 
bookkeeper in 1905 and has been 
an officer of the firm for sev- 
eral years. 





IDEAL PAINT & HDW. CO. 
MOVES TO NEW HOME 


The Ideal Paint & Hardware 
Co., West Asheville, N. C., was 
opened recently at 717 Haywood 
Road, S. J. Fortune, proprietor, 
has been in the paint business in 
Asheville for more than fifteen 
years and recently purchased the 
Southern Hardware Co., which 
was merged with the paint lines 
already carried. 





FLOWER REPRESENTS 
DU-ALL MFG. CO. 


The Du-All Mfg. Co., Geneva, 
Ohio, manufacturers of dust 





asking for money or produce that 
is owing to him than the above 
we would like to hear of it. 


mops and dusters, is represented 
in the New England States by 
R. I. Flower, 26 Abbot Street, 
Dorchester, Mass. Mr. Flower is 
well known in the hardware and 
house furnishings fields in the 
New England States. 





CARL WILLIAMS ALTHANS 
Carl William Althans, for 33 


years assistant credit manager, 
Hackett, Gates & Hatty, St. Paul, 
Minn., hardware wholesalers, 


died Nov. 28. 


BROWN HARDWARE SOLD 
TO HAYNES HARDWARE 


The Brown Hardware Co., 
Murfreesboro, Tenn., was sold 
Nov. 25 to the Haynes Hardware 
Co. The Brown store has been 
operated in Murfreesboro for 
more than 40 years. 


BOWLING HARDWARE CO. 
PLANS IMPROVEMENTS 


The Bowling Hardware Co., 
White Sulphur Springs, W. Va., 
is having plans drawn up for an 
addition.. The building next door 
will be torn down and a mod- 
ern brick storeroom will be 
erected. The new building will 
be used as a display room for 
the company’s furniture depart- 





ment. 


esting bit of advertising copy re- 
produced herewith. An_ idea 
worth a lot to many hardware 
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~weekly t 
with some very start-| Christmas 


‘sion is practically over | middle 


ers.) In fact, 
perity was seen~ just) 


only trouble’ was that | giving as 
it had its back turned | Christmas. 


able to tell whether it 
‘was’ going or coming. 
AID’S 

Anyhow, now that 
the Wickersham com- 
mittee has .stopped 
trying ‘to put out.a re- 
port on something ev- 
ery day we have only 
Thanksgiving and 
Christmas to worry us 
for the next month. 
Somebody got drunk 
and said something 


by 
will 


my. 


all loads. 





rabbits, 





Well, friends, we are. about Santa*Claus and| ticians, speed maniacs, 
going to start, out. ourj.we all got © so excited | jay-drivers, 
letter to you, that we put up a lot of|saxaphone players, 


jing news. The depres-| and here it is only the} in-laws. 
ot November. 

{by special permission | You see we have been|. We wish you folks 
of the copy-write own-| hit so hard by the de-| would some in, sit on 
pros-| pression that we are! our counters, and swap 
going to-let the decor- 
around the corner. The| ation do for Thanks-| 


to us and we were un-|heard Uncle Charley 
tell somebody that he 
was going to. let 
decorations do for next 
4th of July. 
they will be so dusty 
then that nobody 

recognize 
anyway. Scotch? My, 


AID’S 
Shot guns and shells, 


for geese, dueks, quail, 
squirrel, poli- | 


burglars, 
decorations | crooners and mother- 


AID’S 


lie— I mean- stories 
| with us. We don’t 
know any stories but 
we would like to hear 
some of yours. Homer 
says he will buy a 
brand new book of 
stories so he can learn 
them to tell you if you 
will only come in. Ho- 
mer admits, though, 
that he does know one 
story about the travel- 
ing salesman but you 


well as 
The editor 


the 


He says 


them 


, 





have probably heard 
it. 
AID’S 
Remington,| Aid Hardware Co. 
| Phone 36 


West Plains, Mo. 











BREAD-BOARDS TO HELP 
SHOW MERCHANDISE 


Gordon H. Wall, proprietor of 
the Park Hardware 
Company at Pasadena, has made 
the showing of merchandise from 


Lamanda 


the wall cases much more simple 
by installing three bread-boards 

















|=: 








on each side of his store just 
below the counter-height ledge. 


“The six were installed at a 
cost of about ten dollars,” says 
Mr. Wall, “and have proved a 
great convenience. They are 
fitted with dowel-pins so that 
they will not pull out and drop 
merchandise on the floor. We 
have always found it inconvenient 
when showing merchandise taken 
down from the wall cases as the 
ledge below is usually covered 
with displays of various kinds. 
It is difficult to push such dis- 
plays aside every time you want 
to make room for an article 
which you are showing to a cus- 
tomer. It is also a nuisance to 
have constantly to be rearranging 
such displays. 

“A table sitting around in the 
aisle is also a nuisance and is 
apt to become cluttered. With 
the bread-board arrangement ail 
these inconveniences are done 
away with. Pull out the bread- 
board and there is ample space 
to show any article you like. 
When you are through with it 
push it back and it takes up no 
space at all. It may not be nec- 
essary to use bread-boards, but 
what is a better shape and be- 
sides*they can be secured ready- 
made?” 


CROSS, GRANITE STATE 
TACK UNITS MERGE 


After sixty years at Brock- 
ton, Mass., the plant of W. W. 
Cross & Co., Inc., will be trans- 
ferred to East Jaffrey, N. H., 
where it will be consolidated 
with the Granite State Tack Fac- 
tory. Both units have operated 
as branches of the United Shoe 
Machinery Corp. The consolida- 
tion should result in a lower pro- 
duction cost, says the company. 
After Jan. 1, 1932, communica- 
tions should be addressed to the 
East Jaffrey address. 
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Dowst Heads Toy Manufacturers 


Dodge Resigns as Secretary to Be Pres., Converse-Mason Co. 


T. S. Dowst, Dowst Mfg. Co., 
Chicago, IIl., was elected presi- 
dent of the Toy Manufacturers 
of the U. S, A., at the final ses- 
sion of the annual convention, 
held at the McAlpin Hotel, New 
York City, Dec. 3 and 4. W. H. 
Hezlitt, Converse-Mason Co., 
Winchendon, Mass., and W. R. 
Bixler, Kenton Hardware Co., 
Kenton, Ohio, were named 
vice-presidents, while L. K. An- 
derson, Selchow & Righter Co.. 
Inc., New York City, was elected 
treasurer. 

Fletcher D. Dodge, secretary of 
the Toy Manufacturers of the 
U. S. A. for fifteen years, re- 
signed in order to become presi- 
dent of the Converse-Mason Co.. 
Winchendon, Mass. H. D. Clark. 
assistant secretary of the associ- 
ation is now acting as secretary 
of. the association. 

Directors elected were: Mr. 
Anderson, W. C. Lehman, Leb- 
man Co. of America, Cannelton. 
Ind., W. H. Roberts, S. L. Allen 
& Co., Philadelphia, Pa., and 
John Rutherford, Embossing Co., 
Albany, N. Y. 

A report to the convention 
recommended development of an 
all year demand for toys. Meyer 
Bloomfield, retail consultant for 
R. H. Macy & Co., Inc., New 
York City, outlined the results 
of a year of research on the pari 
of six leading educational insti- 
tutions, which analyzed the toy 
needs of children. Well chosen 
toys were found necessary to the 
health of children. James L. Fri, 
manager, merchandise managers’ 
group, National Retail Dry 
Goods Association, asserted that 
there was a vital need for a pro- 
gram of manufacturer-retailer co- 
operation to meet competition 
from other lines. 

The convention went on record 
as reaffirming its 2 per cent dis- 
count terms on sales to retailers. 

Toy fairs were approved as fol- 
lows: New York City, Hotel Mc- 
Alpin, Feb. 8 to 27 and Hotel 
Stevens, Chicago, IIl., from April 
25 to May 5. 


as 


KORTUM IS PRESIDENT, 
PAINT PRODUCTION CLUB 


At the convention of the Fed- 
eration of Paint and Varnish 
Production Clubs, held at the 
Hotel Drake, Chicago, Ill., Dec. 
1 and 2, James E. Kortum, 
Mound City Paint & Color Co.. 
St. Louis, Mo., was elected pres- 
ident. Other officers are vice- 
president, Eugene E. Sparrow, 
Imperial Varnish & Color, Ltd., 
Toronto, Canada; secretary, 
George B. Heckel, Philadelphia, 
(reelected), and treasurer, R. B. 
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Anderson, Brooklyn Varnish Mfg. 


Co., New York City. 

Ralph H. Everett, Brooklyn. 
N. Y., retiring -president, an- 
nounced the: formation of new 
clubs and stated that the clubs 
and federation itself were in bet- 
ter condition now than ever 
before. John C. Gehant, Western 
Paint & Varnish Co., spoke on 
needs of the industry and spoke 
on the advantages of a standard 


handbook. 


STERLING HDWE. BUYS 
S. HALPERN BUSINESS 


Sterling Hardware Co., Inc., 
has purchased the business of S. 
Halpern, 104 Bloomfield Ave., 
Montclair, N. J. The Sterling 
company, which does both a re- 
tail and wholesale business, has 
remodeled the store. H. D. Hart- 


stein is president and general 
manager. 
ROBERTS ADDRESSES 


CHICAGO RETAILERS 
Three hundred fifty hardware 


men and women attended the re- 
cent meeting of the Chicago Re- 
tail Hardware Association, held 
at the model store, Merchandise 
Mart, Chicago, Ill. R. R. Rob- 
erts, manager, dealer’s service 
bureau, Hibbard, Spencer, Bart- 
lett & Co., Chicago, spoke on, 
“The Retailers’ Place in the Dis- 
tribution Field.” He stressed the 
importance of getting rid of the 
dead articles in a store and re- 
placing them with rapid movers. 
This he said was the success of 
all chain stores. Nominating and 
auditing committees were ap- 
pointed. They will report at the 
next meeting, which is the asso- 
ciation’s annual session. 

The November meeting was 
the silver anniversary of the 
association. H. E. Gnadt, the only 
living charter member, was pre- 
sented with an honorary member- 
ship for life. 


BURHANS & BLACK HOSTS 
TO CENTRAL NEW YORK 
HARDWARE DEALERS 


On the evening of Dec. 7, 
Burhans & Black, Inc., of Syra- 
cuse were hosts to the Central 
New York Retail Hardware As- 
sociation. Forty-two merchants 
enjoyed a very fine dinner in the 
sporting goods section of the re- 
tail store, the meal having been 
prepared and served by the 
ladies employed in the Burhans 
establishment. 

President Flanigan presided at 
the business meeting which fol- 





lowed dinner. Taxes, State and 
Federal, were a prominent feature 
of the discussion. The meeting 
adopted a resolution favoring a 
tax on chain stores and a second 
one against a general State sales 
tax; copies of these resolutions 
to be sent to the legislators from 
the district. 





After the meeting an inspec- 
tion of the Burhans & Black re- 
tail departments, all trimmed and 
handsomely equipped with mer- 
chandise for the holiday trade 
was enjoyed by the party. 

Arrangements for the January 
meeting were left to a commit- 


tee headed by John L. Bubb. 





OBITUARY 


OSCAR A. HEINLEIN 


Oscar A. Heinlein, 66, past 
president, Western Retail Im- 
plement & Hardware Association, 
died recently at his home in But- 
ler, Mo., after having suffered a 
stroke, from which he never ral- 
lied. He was well known in con- 





OSCAR A. HEINLEIN 


nection with his work with the 
Western association. He had 
served as mayor of Butler, and 
during his term made the mu- 
nicipally owned light plant a 
profit paying unit. In addition, 
he had a municipal auditorium 
constructed. Mr. Heinlein 
joined the Bennett-Wheeler Mer- 
cantile Co., Butler, and became 
its president. Later he pur- 
chased the entire business and 
operated it as O. A. Heinlein 
Mercantile Co. 





GEORGE S. CROSBY 


George S. Crosby, 85, retired 
hardware: and malleable iron toy 
manufacturer, died last week at 
his home in Simonsville, Vt., 
after having been in ill health 
for some time. He was a skillful 
foundryman and is said to have 
started the malleable iron toy 
industry in Bridgeport, Conn. 
Later he established a factory in 
Brooklyn. The business moved 
in 1889 to Buffalo, when it was 
extended to include general 
stamping of sheet metals. In 
Buffalo Mr. Crosby improved the 
process used in the manufacture 
of hack saws. Prior to his re- 
tirement in 1918 he was asso- 
ciated in experimental work with 





Edward G. Hewitt. Mr. Crosby 
was at one time associated with 
B. G. Carpenter Mfg. Co., Brook- 
lyn, which merged with Platt & 
Letchworth, Black Rock, Buffalo, 
ie a 


OLIVER C. SMITH 


Oliver Cromwell Smith, 73, 
president, Smith & Egge Mfg. 
Co., Bridgeport, Conn., was found 
dead at his home in that city on 
Dec. 7. The medical examiner 
reported that death, which was 
caused by gas, was due to sui- 
cide. Mr. Smith, who was un- 
married, was the son of Friend 
W. Smith, Bridgeport’s Civil War 
postmaster, a friend of Lincoln. 
In addition to being president, he 
was treasurer and general man- 
ager of the firm, which manufac- 
tures hardware and mail boxes. 





T. W. MILNOR 


Thomas W. Milnor, president, 
Kline Hardware Co., Allentown, 
Pa., died Dec. 1 at his home in 
that city, following an illness of 
long duration. He went to Al- 
lentown in 1906 as chief engi- 
neer for Donaldson Iron Co, and 
in 1910 acquired the Kline Hard- 
ware Co. 


P. M. WARREN DIES; WAS 
PRES., A. BALDWIN CO. 


Phillip M. Warren, 45, presi- 
dent, A. Baldwin & Co., Inc., New 

. < Orleans, La., and 
a former vice- 
president, Strat- 
ton-Warren Hard- 
ware Co., Mem- 
phis, Tenn., died 
Dec. 4 on the 
way to a New Or- 
leans hospital. Mr. 
Warren walked 
into the elevator 
shaft of his store, from the fourth 
floor, and plunged to the concrete 
floor at the bottom. The ele- 
vator car was on the fifth floor 
at the time of his fall. 

Mr. Warren lived in Memphis 
from 1901 until he went four 
years ago to New Orleans. Dur- 
ing his entire residence in Mem- 
phis he was connected with 
Stratton-Warren Hardware Co. 
Mrs, Warren, two brothers, R. D. 
and James W. Warren, both vice- 
presidents of Stratton-Warren 
company, and a sister survive. 





P. A. WARREN 
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Demand Shows 
Further Gain 


New York, Dec. 16.—The 
holiday demand for hardware 
has gained impetus during the 
past week and will likely reach 
its peak within the next few days. 
The current volume of business 
in Christmas lines has _ been 
larger than was anticipated in 
most of the nation’s leading 
market centers, and in some in- 
stances promises to equal or ex- 
ceed sales figures for the cor- 
responding period of 1930. The 
improvement has been marked in 
the Memphis, Atlanta, Cincinnati 
and Boston hardware markets, 
while gains of more moderate 
character are reported in Chi- 
cago, New York, Pittsburgh and 
Twin Cities trade territories. 

Seasonal goods and _ most 
staple lines are also enjoying a 
slightly better call. Business in 
firearms, ammunition and related 
hunting supplies has been ex- 
ceptionally brisk. The demand 
for housewares has been well 
maintained at very satisfactory 
levels. The usual seasonal lull 
has retarded the movement of 
builders’ hardware and_ tools. 
From the interest retailers have 
thus far shown in spring items for 
future delivery it appears that a 
heatlhy volume of business will 
develop when manufacturers and 
wholesalers begin to actively so- 
licit spring commitments after 
the turn of the year. 

Increased freight rates have 
recently been responsible for 
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price advances on several hard- 
ware products of the heavy type. 
Other upward revisions are 
ascribed to advancing costs of 
certain raw materials and to an 
endeavor to secure a fair return 
on some highly competitive 
items, which have been offered 
at figures representing a loss to 
the manufacturer. While the 
general price trend remains 
rather irregular a firmer ten- 
dency is becoming steadily more 
pronounced and practically all 
of the downward revisions being 
announced are in the nature of 
minor readjustments. 





Estwing Leather Handled 
Tools Now Available at 
Lower Prices 


The Estwing Mfg. Co., Rockford, 
Ill., has announced that the unbreak- 
able steel and leather-handled tools 
produced by the company are now 
available from leading wholesalers in 
two finishes and prices. 

In addition to the original full pol- 
ished and lacquered line designed for 
skilled craftsmen, a new velvet black 
line, finished to retail at 50c. less than 
the polished tools, has been developed 


to meet the demand for a_ popular 
priced tool of this type. 

In the velvet black line, the 16-oz. 
head claw hammer selling for $18 per 
doz. will cost dealers $12 per doz., as 
contrasted with the polished hammer 
selling for $24 per doz., and which 
costs the dealer $16 per doz. 





November Construction 
In 37 States Declines 


With only one important territory in 
the 37 States east of the Rockies show- 
ing a gain in new construction con- 
tracts, retrenchment in building and 
construction continued unabated during 
November, according to F. W. Dodge 
Corp. figures. The advancing district 
was the central northwest territory, 
comprised of Minnesota, the Dakotas, 
the northern peninsula of Michigan, 
and northwest Wisconsin. Its total of 
$6,900,600, comparing with $4,851,000 
in November, 1930, showed gains in 
all three major construction groups. 

Total construction contracts awarded 
in November in the entire 37 States 
east of the Rockies amounted to $15],- 
195,900. This was divided among the 
three major classes, with $45,290,400 
in residential building; $58,495,800 in 
non-residential building, and $47,409,- 
7Q0 in public works and utilities. The 
loss from October, when large con- 
tracts for Radio City swelled the total, 
amounted to 38 per cent as contrasted 
with a customary seasonal decline of 
less than 15 per cent. 





Kester Solder Co. Issues 
New Dealer Price List 
The Kester Solder Co., 4201 Wright- 


For General 


For Electrical 


wood Ave., Chicago, III., announced the 
following dealer prices as effective on 
Dec. 7. Freight is not included in the 
quotations. 


Solder and 
PRICE 


KESTER SOLDER Work and Radio Work Paste Combined 
Re Or ree ee Acid-Core Rosin-Core Paste-Core $ .44 per Ib. 
1 Pound Coil in Carton......... BONE eee” Re waa .42 per Ib. 
5 Pound Box (18 in. sticks)..... .-se+- Rosin-Core Paste-Core 40 per lb. 
ENE SEND 6.05 ébicod.ceseuees « Acid-Core Rosin-Core Paste-Core .40 per Ib. 
20 FORGE Boss cite eenceseve Acid-Core _ Rosin-Core Paste-Core .36 per Ib. 
Kester Body Solder—5 Ib. Boxes, 18” Sticks, 4” Diameter (cored) .....-..--+.-2+005 .37 per Ib. 
Kester Body Solder—5 Ib. Boxes, 18” Sticks, 4” Diameter (solid) ..........++++-05 .27 per Ib. 
All of the above subject to a discount of 10% in lots of 100 Ib. 

i OS ee ee Per err rr ee eee ee Carton (10 cans) $ 1.67 
Re BNE INN 5 ooo so did Glee tanec be diciem eee Case (10 Cartons—100 cans) 15.00 
I MY IEE ooo 0k a's o.9 pido ssw sable ede heenewe solnnadine ose Carton (10 cans) 1.67 
PCE PO OMI ose 6s Fare deere ees eeeerecees Case (10 Cartons—100 cans) 15.00 
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Basie Business Indieators for Week Ended Dee. 5 


As Charted in the Survey of Current Business and Compiled 
by the United States Department of Commerce 


Weekly Average 1923-1925, Inclusive=100 


In summing up the trends reflected by the charts reproduced below of twenty-one basic business indicators an irregular tendency con- 

tinues to be apparent, and changes from the preceding week, in most instances, are of minor nature. An upward trend is revealed in 

building contracts, business failures and bank debits outside New York City. Declining tendencies are shown in coal production, 

freight car loadings, steel ingot production, lumber production, wheat receipts, cotton receipts, brokers’ loans New York City, stock prices, 

loans and discounts Federal Reserve member banks and bond prices. The remaining indicators remain unchanged from the week ended 
Nov. 28. Thus, three are upward. ten are downward, while eight remain unchanged. 
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PITTSBURGH 


(Pittsburgh office of HARDWARE AGE) 
PittsspurGH, Dec. 15. 


ARDWARE retailers in this dis- 
H trict are still very cautious in 

making their commitments for 
the holiday trade, and jobbers feel cer- 
tain that demand will reach such pro- 
portions in the next week that many 
orders cannot be filled. While it would 
be possible to make substitutions in 
some cases, it is not unlikely that deal- 
ers have been over-cautious in gaging 
their Christmas business. In a good 
many cases industrial plants in the dis- 
trict have stepped up production in 
order to provide extra work for their 
employees, and these added funds, to- 
gether with an almost normal disburse- 
ment of Christmas saving funds, are 
likely to increase buying power con- 
siderably. Radio sets, notably in the 
midget size, have been moving fairly 
well out of jobbers’ stocks, and elec- 
trical appliances have been satisfactor- 
ily active. Christmas tree lights and 
holders are moving, and there is some 
demand for sleds. However, the al- 
most complete lack of snow in the 
immediate district thus far in the sea- 
son has hurt the sled business, and 
practically no ice skates have been 
sold. 


OCTOBER RETAIL SALES 


Net sales of eleven Pittsburgh hard- 
ware stores during October, as reported 


ATLANTA 


(Atlanta office of HARDWARE AGE) 


Attanta, Dec. 15. 


OTH hardware jobbers and retail- 
B ers are now experiencing the 

usual last minute pre-Christmas 
rush of holiday lines, with only fair 
activity registering in regular staple 
lines. Buying is confined mostly at this 
time to immediate and actual demand 
and ordered in hand-to-mouth propor- 
tions. Movement of holiday lines re- 
flects to a fair volume for this season’s 
Christmas business, and in fact indica- 
tions are that last year’s record will 
be exceeded. 


PRICE TREND 


Very few price adjustments, and in 
fact none of importance, have been an- 
nounced during the past few weeks, 
and opinions of jobbers are that prices 
will probably remain steady for the 
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in the Pittsburgh Business Review, had 
a gain of 7.2 per cent over September, 
but showed a drop of 22.8 per cent 
from October, 1930. In the first ten 
months of 1931 these stores had a de- 
cline of 20.1 per cent from the pre- 
vious year. The business of ten hard- 
ware wholesalers, as reported by the 
same agency, for October showed a 
gain of 15.2 per cent over the preced- 
ing month. However, the decline from 
October, 1930, was 37.3 per cent, and 
in the first ten months of this year net 
sales declined 25.9 per cent, as com- 
pared to the corresponding 1930 period. 


PRICE REVISIONS 


Considerable interest is being shown 
through the hardware trade in the revi- 
sion recently announced by mills in the 
selling of nails and other merchant wire 
products. While a slight increase in 
the price of nails has been announced 
for the first quarter, the most impor- 
tant change has been the institution of 
premiums on any sales by mills on lots 
of less than a carload. A further pre- 
mium is asked on pool cars and mixed 
carloads, but the base carload price is 
applicable to both jobbers and retail- 
ers if they can order in sufficient quan- 
tity. Quotations on nails by jobbers 
are now holding at $2.25, but some fur- 
ther upward revision can be expected 
before the first of January. 

Prices on Cyclone fencing have been 





rest of the year, or at least until in- 
ventories are completed. 


COLLECTIONS 


Jobbers report collections as being 
fair and perhaps slightly improved, al- 
though in some sections retailers are 
experiencing difficulty and find it nec- 
essary to request extensions on their 
accounts. 


ENCOURAGING SIGNS 


An impressive indication of a 
brighter financial outlook in this section 
and throughout the Southeast was seen 
recently in the announced early awards 
of highway construction contracts 
totaling approximately $2,700,000, and 
almost at the same time the Sixth Fed- 
eral Reserve Bank issued its monthly 
statement bringing forth official reports 
of a substantial increase in both whole- 
sale and retail trade in Atlanta and in 


Shortages Likely in Xmas Lines; 
Price Revisions Rather Numerous 


reduced, with the steel LX now quoted 
at $5.30 per 100 ft. in the 30-in. width, 
$6.15 in the 42-in. width, and $7.05 in 
the 48-in. width. Copper wash boilers 
have also been lowered with No. 8 in 
the 14-0z. size now quoted by jobbers 
at $30 a doz., and No. 9 at $32. Tie- 
out chains are also lower, with the No. 
20 now quoted at $3.75 a doz. in 20-ft. 
lengths and $5.30 a doz. in 30-ft. 
lengths. Painting ingredients have been 
well held recently. Linseed oil is 
quoted at 10 2/5c. a lb. in barrel lots, 
turpentine at 48c. per gal. in barrel 
lots, and white lead at 13.25c. a lb. 


INDUSTRIAL CONDITIONS 


Industrial conditions in the district 
have not changed as much as had been 
expected in December, and current 
schedules are not expected to be in- 
terrupted very much except during the 
week between Christmas and New 
Years. Steel ingot production averages 
about 26 per cent of capacity, which is 
hardly as low as it was during a large 
part of October. Finishing mills are 
engaged at about the same rate, with 
the exception of tin plate units which 
are somewhat busier. The glass indus- 
try is quiet, although some improvment 
in the requirements of the automobile 
industry has been noticed in the last 
week or two. Coal and coke are very 
quiet, with activity confined almost en- 
tirely to the domestic grades. 


Xmas Sales May Exceed Last Year’s; 
Prices Show Very Little Change 


the southeastern States covered in its 
survey. 
INDUSTRIAL ACTIVITY 

Considerable improvement and activ- 
ity has been noticed recently with 
southern industries and especially in 
this immediate section. Building opera- 
tions, including several State and Fed- 
eral projects, have relieved unemploy- 
ment in some districts. Resumption of 
work in peanut-shelling plants, oil 
mills and pecan harvesting has afforded 
employment to a number. A _ cotton 
mill, bleachery and dye works have 
been reported working overtime recent- 
ly, and in fact several textile mills are 
operating with day and night shifts. 
Most manufacturing plants are operat- 
ing on part time schedules, while rail- 
road repair shops are working on a 
five day week. Seasonal suspension 
closed a number of canning factories 
and fertilizer mills. 
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(Boston office of HARDWARE AGE) 
Boston, Dec. 15. 


USINESS is running along in a 
B very satisfactory manner, ac- 

cording to wholesale houses. 
With Christmas only a little more than 
a week away, retailers, as usual, are 
placing good orders for goods, particu- 
larly holiday goods, such as children’s 
desks and furniture, bicycles, wheeled 
toys, sleds, ice skates, hockey sticks, 
skis and snowshoes, Christmas tree ac- 
cessories, flashlights, watches, etc. 


ACTIVE LINES 


It was an open season on deer in 
Massachusetts the past week, and many 
retail dealers did a really good hunting 
goods business. Cold weather stimu- 
lated demand for furnace and ‘stove 
accessories, electric and oil heaters, 
warming pads and kindred merchan- 
dise. In addition, there was a sizable 
and steady demand for staple lines 
of hardware, more particularly such 
things as roofing papers, storm door 
and window accessories, conductor 
pipe. Anti-freeze preparations are en- 
joying a wide distribution as a result 
of low temperatures. Thus it can be 
said demand is exceptionally broad for 
this time of the year, and it looks as 
though December bookings by whole- 


CINCINNATI 


(Cincinnati office of HARDWARE AGE) 
Cincinnati, Dec. 15. 


OLIDAY influences are reflected 
H in improved demand for Christ- 

mas goods and other cold 
weather items on the district hardware 
jobbers’ list. Outstanding on the list 
are anti-freeze mixtures and Christmas 
tree ornaments and light sets. Most 
other hardware articles, however, are 
sluggish. Staple merchandise, while 
holding to the level of the last several 
months, is still slow in demand. 


CURRENT VOLUME 


Jobbers indicate that current busi- 
ness in toys and other Christmas goods 
will easily eclipse the volume of a 
year ago. In fact, in some quarters 
jobbers anticipate cleaning out their 
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sale firms would be larger than antici- 


pated at the beginning of the month. 
TRADE ABOVE AVERAGE 


While wholesale and retail business 
this year will not measure up to the 
standards of former years during and 
since the war, the hardware trade has 
little cause for complaint. Retail trade 
in general throughout New England 
has been relatively better than in other 
sections of the country, and equal to 
or slightly less than in 1930, depending 
on the particular line of trade. Many 
retail hardware dealers say business 
could be very much better, yet their 
showing so far this year is commend- 
able. Competitive values generally are 
lower than at any time since the world 
war, and the variety and range of 
merchandise offered in retail establish- 
ments greater than ever before. There 
seems to have been less complaint of 
frozen merchandise. 


TRADE OPTIMISTIC 


The most aggressive retail dealers 
seem to feel that general business will 
begin to show marked signs of revival 
during the latter part of the first quar- 
ter of 1932. They say the depression, 
like the boom, has been overdone, and 
that any change in fundamental condi- 
tions necessarily must be upward. 





Xmas_ Trade 


entire stocks for the first time in a 
number of years. While there is not 
definite evidence, this situation might 
be explained by the fact that jobbers 
are not carrying as heavy inventories as 
in former years. 


MARKET NOTES 


Recent increased competition in the 
manufacture of battery cables for auto- 
mobiles has brought drastic reductions 
in quoted prices. These reductions 
range from 5 to 20 per cent of the 
former price. 

In the field of electrical devices, job- 
bers report a better activity in flash- 
lights and flashlight batteries. Sales 
volume in this field will overshadow 
the demand of a year ago and easily 
eclipse the demand of last month. 









Business Deemed Very Satisfactory; 
Optimistic Trade Sentiment Prevails 


These dealers are more optimistic than 
they have been in months. Some go so 
far as to expect a period of years of 
growing individual sales. 


PRICE REVISIONS 


Some makes of four ply automobile 
tires have not changed in price, but 
all makes of six ply and super tires, 
as well as tubes, have been definitely 
reduced about 10 per cent. Several 
types of Stanley Rule & Level Co. tool 
products have been slightly reduced in 
cost. It is intimated a change in win- 
dow glass prices is in the making, but 
wholesale heuses will not commit them- 
selves. 

According to latest Washington ad- 
vices, additional freight rate advances 
are scheduled to go into effect during 
January, these being in addition to 
those recently permitted by the Inter- 
state Commerce Commission. Local 
wholesale houses say there is then little 
doubt but what many lines of goods 
handled by the hardware trade will 
have to be revised. 

The advance in Pittsburgh mill wire 
nail prices for the first quarter is not, 
of course, reflected in current nail val- 
ues, and wholesale houses as yet have 
not readjusted prices for first quarter 
orders. 


Ahead Year; 


of Last 


General Conditions Show Improvement ; 


IMPROVEMENT NOTED 


On the whole, the general condition 
of the market is better than it has been 
during any other month this year. Of 
course, whether or not this is the be- 
ginning of an uptrend remains to be 
seen. The trade generally feels that 
perhaps the current increase in busi- 
ness is merely a seasonal rush which 
will disappear after the holidays. 


RETAIL TRADE 


Hardware retailers, generally, are 
feeling the usual seasonal activity and 
are getting their share of the current 
retail business. Except for holiday 
items they are still stocking conserva- 
tively and are not desirous of running 
too large inventories. 
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NEW YORK 


New York, Dec. 15. 


ITH holiday lines moving in 

larger volume during the past 

week, local jobbers are ex- 
pressing their belief that December 
sales will reach fairly satisfactory to- 
tals. This is especially true of whole- 
salers who deal extensively in goods 
well adapted to gift purposes. As com- 
pared with last year’s holiday busi- 
ness, however, it is the opinion that 
business will prove rather disappoint- 
ing. Orders for such lines as toys, cut- 
lery, ice skates, electrical appliances, 
electrical decorative specialties, sleds, 
tool chests, electric clocks, silverware 
and similar merchandise are being re- 
ceived in considerably smaller volume 
than was the case last year. Since a 
last minute rush is predicted, it is 
thought that sales may exceed present 
expectations. Most seasonal and staple 
lines are only moderately active, and 
as a rule dealers are withholding or- 
ders for all but necessary supplies to 
satisfy current requirements until after 
inventories have been made. The un- 
usually mild weather continues to re- 
strict the movement of winter items, 
although every short cold snap creates 
an urgent dealer demand for cold 
weather goods, indicating the gener- 
ally low condition of stocks in the 
hands of retailers. : 


THE OUTLOOK 


It is the consensus of opinion in local 


MEMPHIS 


(Ry HarDwaARE AGE Special Correspondent) 
Mempuis, Dec. 15. 


ENERAL trade is reported bet- 

ter by Memphis hardware job- 

bers. November sales were 
better than October sales, and jobbers 
also report that November is the first 
month for the past eight months to run 
more volume than the previous month. 
Jobbers consider this is a definite im- 
provement, and as it is the first real 
improvement shown for several months, 
many see it as a turn for the better 
and as an indication that the worst is 
passed. Some believe that we may ex- 
pect continued increase and improve- 
ment in the future months. 


PRICE REVISIONS 
Announcements are coming from 
manufacturers of spring schedules on 
such important lines as implements, 
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wholesale circles that no marked im- 
provement in the general business sit- 
uation is in sight, and many jobbing 
establishments are considering further 
steps to reduce their operating ex- 
penses. This statement does not imply 
that wholesalers are discouraged over 
prospects, but rather that they realize 
the necessity of curtailing non-esssen- 
tial expenditures to levels in keeping 
with their sales. They are hopeful that 
this session of Congress will take ac- 
tion on some practical plan which will 
place several of the basic industries on 
sounder footing and thus pave the way 
toward recovery. 


OCTOBER SALES 


Decreases of more than 20 per cent 
in wholesale hardware sales in October, 
as compared with the corresponding 
month of last year, were reported in 
the recently issued review of credit 
and business conditions as compiled 
by the Federal Reserve Bank. As con- 
trasted with the preceding month, how- 
ever, sales reflected an increase of 19.5 
per cent, while stocks at the end of the 
month were 7.2 per cent smaller. The 
exact percentage decline in October 
sales as compared with a year ago was 
20.8 per cent, and stocks were 9.9 per 
cent smaller. The per cent of the ac- 
counts outstanding Sept. 30 and col- 
lected in October was 48.3 in 1930 and 
45.1 in 1931. 





floor coverings, screen wire, screen 
doors, poultry netting, etc., and some 
of the important revisions are as fol- 
lows: 

Plows, plow repairs and miscellane- 
ous farm tools and implements, exclu- 
sive of handled hoes, forks, rakes, etc., 
show a decline of approximately 10 per 
cent. Plow handles have declined ap- 
proximately 15 per cent. Heel bolts 
show a decline of approximately 20 per 
cent. Clevises are off approximately 
5 per cent. 

Floor covering, due to what appears 
to be a price war between manufactur- 
ers, is quoted approximately 30 per 
cent lower than 30 days ago. The 
opinion that this condition will cor- 
rect itself soon is almost unanimous, 
and jobbers and dealers alike expect 
prices to advance and return to the 
former level soon. In the meantime 


Holiday Lines in Improved Demand; 
More Upward Price Changes Expected 


PRICE SITUATION 


Many wholesalers express the opin- 
ion that the higher freight rates which 
recently became effective in the eastern 
district will result in several more ad- 
vances in heavy lines, in addition to 
those that have already been made. 
The price trend, while still somewhat 
irregular, has shown a firmer tendency, 
and established quotations are being 
better maintained. Prices on stainless 
steel kitchen and table cutlery are 
somewhat easier due to keen competi- 
tive conditions. Present prices on in- 
side lock sets are deemed extremely 
low, as brass-plated bitt keyed locks 
have been offered to dealers at figures 
as low as $3 per dozen. From present 
indications, it is expected that the an- 
nounced quotations on spring lines, in- 
cluding lawn fence, poultry netting, 
screen wire, lawn mowers, etc., will be 
more rigidly adhered to than was the 
case last year. 


CREDIT SITUATION 


Collections have a practically un- 
changed character. Dealers are mak- 
ing an extra effort to collect outstand- 
ing accounts with fair success. Whole- 
salers believe that there is a probabil- 
ity that some improvement will take 
place in the credit situation during the 
coming month, basing this contention 
on the possibility that ledgers will re- 
flect a healthier condition among retail- 
ers than has been anticipated. 


November Sales Reflected Gain; 
Several Price Changes Announced 


buying is very brisk and sales are run- 
ning to good volume. 

Seine twine is quoted at 24c. per Ib., 
which approxjmates a 25 per cent de- 
cline from the price of a year ago. 

Screen doors are quoted approxi- 
mately 121% per cent higher than the 
early 1931 price. This is explained in 
the 1932 prices of screen wire, which 
are approximately 12% to 20 per cent 
higher than 1931 opening prices. 

Poultry netting prices as announced 
for the 1932 season are approximately 
the same as 1931 prices, and jobbers 
are offering to book now on their quo- 
tations of 1931. 

Fishing tackle prices are also quoted 
at a decline of approximately 10 to 15 
per cent. Jobbers are beginning ac- 
tivities in the sale of this line for early 
spring shipment. 
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FUTURE ORDERS 


Future sales of spring plow goods 
and other farm merchandise lave 
slowed down, due to the approach of 
the holiday season, but is expected 
to pick up again immediately after 
Christmas. 


CHICAGO 


(Chicago office of HARDWARE AGE) 
Cuicaco, Dec. 15. 


T was never more true than now 

that business activity is centering 

at the spots where energy and 
courage are so manifest that they wil! 
not be denied. There is much "to dis- 
courage the weaker spirits, while the 
bravest in the ranks of industry are still 
making new conquests. Comment was 
made in a session of the recent hard- 
ware conventions concerning the steady 
gains of a national chain of drug stores, 
and any retail merchant may well study 
these methods. The most important 
measure of the success of this chain 
has been their willingness to buy and 
merchandise new and novel lines of 
general appeal, and their equal prompt- 
ness in dropping these lines when their 
best sales possibilities had been ex- 
hausted, turning to other new and dif- 
ferent goods to continue a steady cam- 
paign of surprise and freshness. 


MIXED STEEL VALUES 


The statistical optimists of October 
have had a considerable setback, for 
the general business operations of the 
country have not increased, while a 
number of basic price gains have been 
lost or largely reduced. One of the 
greatest disappointments in hardware 
and steel circles has been the recent 
weakening in prices on such heavy fin- 
ished stel producs as bars, shapes, 
plates and, unofficially, sheets. The 
latter have for nearly five months 
shown steadiness enough to serve as 
an outstanding example of strength. 
On the other hand, the makers of wire 
products are now the leading exem- 
plars of price backbone. They are mak- 
ing a valiant and united fight to sus- 
tain their recent new and _ slightly 
higher schedules. As a result, wire 
rods, with nails and wire, are showing 
today great strength and _ steadiness, 
and there seéms no weakness on the 
horizon. The steel industry, neverthe- 
less, is now faced with the anomaly of 
one of its important hardware divisions 
slipping in values, while another is en- 
deavoring to firm itself. It seems ‘ques- 
tionable that any effort along the lat- 
ter line, no matter how much needed, 
can permanently succeed without sup- 


14 


CREDIT SITUATION 


Collections are apparently growing 
harder as the ginning season wanes, 
and jobbers’ collections departments 
are very active and are out after col- 
lections in a very insistent effort to 
gather in as much cash as possible 





port from other leading heavy steel 
lines. 


RETAILER’S OPPORTUNITY 


The retail dealer, whether in hard- 
ware or other essential lines, not only 
has the best opportunity to turn de- 
feat into success by aggressive and in- 
telligent energy, but retail ranks are 
today giving the best examples of these 
successes. The setback of deferred 
winter weather has ended, and the 
present demand for seasonable goods 
and for holiday lines is developing 
most satisfactorily. In Chicago there 
seems to be fully the usual number 
of shoppers on the streets and in the 
stores, and while it is undoubtedly true 
that the bargain items and the popular 
priced departments are doing most of 
the business, money is likewise being 
spent for quality toys and quality gifts. 
A nearby Illinois dealer was advised 
by his jobber to purchase, with a 
majority of his toys in the popular 
class, a representative showing of rela- 
tively high priced toys. This mer- 
chant’s first rebuying has been done 
on the quality goods, and his outlook 
on holiday prospects has been com- 
pletely changed. 


TOY SHORTAGES 


Local hardware jobbers are report- 
ing toy business good enough to ex- 
haust stocks on many ‘numbers, and 
are no longer guaranteeing to fill or- 
ders for toys complete. Dealers who 
have postponed buying thus late in the 
season are usually expected to give 
permission on all orders to substitute, 
or to state second and third choice re- 
quirements. 


WHOLESALE PRICE TRENDS 


General wholesale commodity values 
other than hardware and steel have 
brought the wholesale price index to 
a new low mark for the week ended 
Dec. 5, yet the values on such hard- 
ware lines as housefurnishings and 
metals have held rather steadily, while 
the greater drops have come in outside 
values, such as foods, farm products, 
fuel and oils. It has been maintained 
for a long time in these columns that 
the industry of which. we are a part 


and to put their accounts in shape 
before the spot cotton season closes. 
Jobbers report fair success in obtain- 
ing security for past due accounts. 
General conditions in the district are 
reported to be somewhat improved as 
compared with a month ago. 


Business Fights Disappointment; 
Price Trend Is 


Rather Irregular 


has been and continues to be in a rela- 
tively favorable position. 


LATE NEWS NOTES 

The leading maker of acid core and 
rosin core wire solders reduced prices 
on Dec. 7 2c. per lb. on 1-lb. spools or 
coils, and lc. per lb. on 5- and 20-Ib. 
spools. Prices on these lines have 
dropped about 6c. per lb. during the 
past year, following the reduced costs 
of tin and lead. 

All records are being broken this fall 
and winter in the distribution through 
hardware retailers in this district of 
staple varieties of leather gloves. 

Sellers of builders’ hardware report 
prices continuing quite steadily, ex- 
cept for a recent advance of about 5 
per cent on all standard lines of butts 
and hinges. 

A new revision is reported on cer- 
tain standard lines of planes and other 
tools—not a general reduction on all 
items, but including about a 10 per 
cent drop on staple planes. 

A substantial advance is expected 
by Jan. 1 in the price of denatured 
alcohol. Distilleries are reported to be 
operating at a loss at present, and at 
least one dealer has already advanced 
the price 7c. per gl. instead of wait- 
ing until the first of the year. 

Recent small reductions on such 
brass and copper products as pipe and 
tubing, sheets and wire have resulted 
from the present lower values on ingot 
copper. The mill changes have been 
so slight as to have no effect as yet 
on wholesale and retail valuations, ex- 
cept in the largest quantities. 

Spring future orders are coming 
very slowly on such lines as wire screen 
cloth and poultry netting, although 
there are no signs of a change in 
the resale prices announced last month 
by manufacturers. The margin at 
which these dealer figures were cal- 
culated are so close for the jobber, 
that it is almost certain that a steady 
market will be retained at the an- 
nounced figures as a minimum. Job- 
bers located at points outside the fac- 
tory basing or equalization points 
are generally adding the equivalent 
of the freight to their prices, as mar- 
gins are insufficient to allow the ab- 
sorbing of such extra freight costs. 
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> | THE — SHOT THAT COUNTS IS THE SHOT THAT HITS | 
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NICE BUSINESS FOR YOU TO GO AFTER 


RE there any trapshooters in your town? If there are, we can now put you in a position to sell 
special trap guns much more easily than ever before. 


We exhibited our new trap guns at the Grand American Handicap—the greatest event of the 
year, that draws trapshooters from all over the country. There were over a thousand present,— 
just run-of-the-mine shooters,—like the ones in your neighborhood. They couldn’t all be experts 
and it was easy to see that they weren’t a crowd of rich men. But how they wanted those trap guns! 
They couldn’t keep their hands off them. They tried them out at singles and doubles and pronounced 
them perfect. 


And here’s the best part of it. The guns we exhibited were priced at $99 and $139. Now 
the Model 31TC “Target” Grade Side-ejection, 12 gauge Repeater with ventilated rib is sold at 
the surprisingly low price of $75 retail, and the Model 31S “Trap Special” with raised solid matted 
rib at $60 retail. 

No one ever saw such guns at 
less than $100 before. They have 
all the features demanded by the 
most exacting trapshooter, and 
many that he’s always wanted but 






MODEL 31 TC—RETAIL PRICE $75.00 





Specifications: Ventilated ribbed barrel; standard length 30”—option of 28 or 


32”. Full choke, modified choke or cylinder bore. Front and rear sights. Spe- never could get before. 

cially designed fore-end (not extension type). , “ae ory suet pet 

stock and fore-end of selected high grade walnut. Standard stock dimensions i 

1434” long over-all, 17” drop at heel, 142” drop at comb. Full pistol grip If you want a little more gravy 
with rubber cap; option of straight grip. Weight about 8 pounds. with your gun business, order a 


sample of one of these new Rem- 
ingtons and go out after orders. 
Don’t let a trapshooter leave the 
store without telling him about 






MODEL 31S—RETAIL PRICE $60.00 





ee ag oe solid — ribbed barrel (option of matted top surface this wonderful opportunity to get 
of barrel). Standard length 30”—option of 26, 28 or 32”. Full choke, modified 4 . a 

choke or cylinder bore. Front and rear sights. Hawkins recoil pad. Checkered a fine gun at 4 surprisingly mod- 
stock and fore-end of American walnut. Standard stock dimensions 1434” erate price. 


long over-all, 1%” drop at heel, 1/2” drop at comb. Half pistol grip—option 
of straight grip. Weight about 8 pounds. 


The Greatest Value Ever Offered— Rf 4 Le ¥ bs * 


The Remington Standard American Dollar Pocket Knife Presidéat 














REMINGTON ARMS COMPANY, INC. 


Originators of Kleanbore Ammunition 
25 Broadway, New York City Telephone, Digby 4-2300 


Manufacturers of Arms, Ammunition and Cutlery 
© 1931 R. A. Co. | 
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Marvin’s Store Meetings 


(Continued from page 29) 


buy if they find what they want. 
Charlie said ‘Can I be of ser- 
vice?’ This does not necessarily 
infer a purchase, but rather a 
courteous desire to serve. He 
then established a friendly con- 
tact by asking about her friend, 
and followed up with a courteous 
offer to show her a gift selected 
by a member of Miss Thorne’s 
family. That in a way estab- 
lished the correctness of the gift. 
He then actually showed her the 
waffle iron, and called attention 
to three other items of the same 
pattern, making a sensible sug- 
gestion for a purchase. When 
the price was asked, he tactfully 
established the value of the per- 
colator, thus making the price 
appear reasonable. The sale fol- 
lowed naturally. Are there any 
questions you want to ask?” 

“T’d like to ask one,” said Mr. 
Marvin. “Why didn’t Charlie go 
further into the construction and 
operation of the percolator?” 

“Well,” said Bill, “He rea- 
reasoned that Mrs. Adams was 
not buying the percolator for her- 
self, but as a gift; that her in- 
terest was in such things as 
beauty, utility and evident value. 
She was sold mainly on these 
factors and the idea of a group 
of gifts in one pattern. If she 
had been buying it for herself 
Charlie would have stressed ease 
of operation and care, the assur- 
ance of perfectly made coffee, 
beauty, pride of ownership, etc. 
He would not have gone into de- 
tails as to construction, because 
women are not mechanically in- 
clined as men are. These are 
not our own ideas, Mr. Marvin,” 
he added. “We got them from 
some salesmanship articles in 
HarpwarkeE AcE.” 

Jim Daley had been listening 
intently to what Bill said. As 
Mr. Marvin sat down, he grose 
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and said: “I think Charlie should 
have suggested wrapping the per- 
colator in a gift package. I 
bought a present for my sister at 
Dixon’s Department Store and 
they wrapped it up so it looked 
like a real gift.” “That’s a fine 
idea,” said Bill. “Ill recom- 
mend you for a ‘suggestion dol- 
lar.’ What is it Van?” 

“I’m just wondering,” said 
Van, “if Charlie couldn’t have 
built up some additional sales by 
asking Mrs. Adams to suggest 
that here friends buy the com- 
panion pieces to complete the 
set.” “Another good idea,” said 
Bill, “but you don’t get any dol- 
lar. You should have put that in 
the original sales talk.” “All 
right,” said Van, “but I’ve got 
another suggestion: We’ve all had 
our meetings but Jim and May. 
When they have each had a 
chance, I think we should devote 
one meeting to making up a reg- 
ular program covering several 


months in advance. Then we will 
have a definite goal, and not be 
working ‘hit-or-miss.’ It would 
come at Mr. Marvin’s second 
meeting,” he added. 

Mr. Marvin laughed. “It 
strikes me that this crowd is al- 
ways finding something for me 
to do,” he said. “Anyhow, Van, 
your idea is good and we'll try 
it. Jim also gets his dollar, and 
I believe Miss Garvin is entitled 
to one for her splendid acting. 
We'll let her conduct the next 
meeting: It’s 10 o’clock,” he 
added, ‘“‘and I’m ready for my 
coffee? How about it?” “Ad- 
journed,” said Bill, without even 
waiting for a vote. 

As they finished their lunch, 
Van Jeaned over and whispered 
to May: “I just remembered that 
Mrs. Adams is a bit timid after 
dark. May I see her home?” 
“There’s a suggestion of a sale in 
your -question,” she answered, 
“but I’ll overlook it this time.” 
“Just a matter of ‘Marvin Store 
Service’” said Van laughingly. 
“Come on, let’s go.” 





Ask Me 


Is prosperity on the way? 
Yes. 


What makes it so slow? 
Lack of buying. 


Renewed selling. 





Another ! 


Will buying start of its own accord? 


Only on“absolute necessities, and the buying of ne- 
cessities alone will not speed the return of prosperity. 


What will start renewed buying? 
Salesmanship is loafing on the 
job, forgetting that its function is to lead buying. In 
the boom days people were oversold;. today they are 
undersold. We sold ourselves into this depression and 
we must sell ourselves out of it. 


Liew S. SouLe. 
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By C. E. Bradley 


(Continued from page 26) 


Stock orders are priced in the 
same manner as orders placed in 
season. There is, of course, a pre- 
discount, based upon interest tables 
and the release of capital, not on the 
reduction of service costs. Stock 
orders, future orders, pool cars on 
stove pipe, ammunition, etc., tend to 
reduce service costs, but distributors 
do not recognize the fact. 

Basing price upon volume alone 
is the most uneconomical factor with 
which a dealer has to contend. Econ- 
omy demands the distributors’ share 
of the dollar be placed upon the 
costs of services rendered. The bas- 
ing of price on volume is wrong un- 
less that volume reduces the service 
costs. 


A dealer whose paint volume is 
$20,000 annually will enjoy a dis- 
count anywhere from 10 to 25 per 
cent more than a dealer whose vol- 
ume is $1,900. He isn’t entitled to 
this extra discount unless he places 
his orders in such'a way as to reduce 
service costs. But this they do not 
always do. 

There are many dealers in towns 
where paint houses are located, do- 
ing large volume—depending on the 
warehouse to carry their stocks. . . . 
They enjoy a turnover that is remark- 
able. That large turnover alone in- 
dicates that they are taking out stock 
in orders of small volume. They en- 
joy extra discounts because of their 
annual volume, yet they demand as 
much service per dollar buying as 
the small dealer. This added dis- 
count is given where it is not mer- 
ited and the loss that the suppliers 
take in these extra discounts must be 
spread somewhere. Where else can 
they be spread but upon the small 
buyer? Then the small buyer is pay- 
ing for services that he does not use, 
and the large buyer is obtaining ser- 
vices that he does not pay for. 

Is that economic distributing? 

Discounts based upon volume ap- 
pear in varied form. Sometimes it 
is a straight discount based upon 
volume. In another instance it might 
be the extension of so-called “job- 
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This Matter of Prices 


bers’ discounts,” while in another 
case it may be rebates for advertis- 
ing. 

Suppliers’ pricing, when it is scien- 
tific and economical, does not: carry 
a margin that allows prices to be 
based upon volume, nor does it al- 
low the “special privileges” as secret 
discounts that are being given by 
many jobbers to desirable accounts. 

As conditions are now, the small 
buyer is paying for the discounts 
extended to large buyers. 

It is not the number of salesmen 
who call, nor how badly their terri- 
tories overlap, that is my concern... 
but rather, how does my supplier 
understand volume purchasing, and 
does he base his price upon the ser- 
vice I demand? No small buyer en- 
joys the idea of paying for the priv- 
ileges of the large ones, but his likes 
and dislikes are not a consideration 
here, nor is the fairness or unfair- 
ness of it of any consequence. 

Where suppliers are not basing 
their prices upon the service they 
render, they are not distributing in 
an economic manner. 





By Anthony Doherty 


(Continued from page 26) 


other factory which quoted us one 
price and gave us the suggested re- 
sale price for retail trade, and in 
this price list they have a chain store 
price which is less than the price we 
are allowed to sell to our retail 
trade. 

How can our retail customer com- 
pete with the chain store if they are 
paying more for the goods? It seems 
that the factories are so anxious for 
volume they are going direct to the 
trade in a great many cases. 

We are looking for light and if 
there is anybody in the United States 
who can do a jobbing business on 
3 to 5 per cent, the writer would like 
very much to have their address so 
he can make a trip to see them. 

We want to keep up with the 
times but feel we are out of step just 
now. Maybe some other jobber can 
give us some light. 









|= PIPE | 


WRENCHES 
even feel different—better 
designs, better materials- 
better balanced ... - 


Once in the customer's hand, these wrenches 
are half sold—they even feel different. There 
are 10 improved features on the all-steel 
pipe wrench alone, including: No Cast 
Frame or nut housing, a coil spring, an 
improved self-cleaning action and replace~ 
able tool steel lower jaw. 

Jaws of ARMSTRONG BROS. Chain Wrenches: 
have forged-in lugs that prevent the chains 
from jamming. Even the handles are drop: 
forged steel, have both stiffness and spring. 
The chains are proof tested to two thirds: 
catalog strength (1,200 Ibs. to 40,000 Ibs.) 
These are wrenches that can be sold, that 
can't be successfully imitated. They stand 
up, and make friends for your store. 

These wrenches carry the Arm-ond-Hammer 
Trade Mark=—the recognized mark of the 
“‘Bettér Pipe Tools.” 


ARMSTRONG BROS. TOOL CO- 
“The Tool Holder People” 


314 N. Francisco Ave., Chicago, U.S.A. 
















Write for Catalog B-27, 
176 pages of Quality Tools 
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Let the 


RIP 
SPRINKLER 


“‘The Master Rain Maker’’ 
















add to your 


1932 
PROFITS 














The simplicity and low price of 
this Self-Adjusting Lawn Sprink- 
ler makes sales quickly. Only 
one moving part; guaranteed 
not to clog or corrode. 








For Single, Multiple or Disap- 
pearing Sprinkler Systems it is 
unequalled. The Spike Model 
and Golf Model operate splendid- 
ly together on a long hose. 
When you sell the combination 
it also 


Helps You Sell 
Extra Hose to 
Go with Them 


and adds to your profits. 
The user simply sticks the 
spike in the ground, turns 
on the water and sees a 50 
foot diameter circle of per- 
fect raindrops on 50 
pounds pressure. Will op- 
erate efficiently on as low 
as five pounds pressure. 
Dealers report very satis- 
factory sales. 


RETAIL PRICE: 


"1.00 


Series or Golf Model, $1.25 
Pipe or Irrigation Model, $1.00. 


Sold only on a Money Back 
Guarantee. 





























To be_Stuck 
into Ground 
SPIKE 
MODEL 
$1.00 


























If your jobber cannot sup- 
ply you, write us. 


Send for prices, sample 
and illustrated folder. 
The 


R. I. P. COMPANY 
835 FLORIDA AVENUE 
JACKSONVILLE, FLA. 

























Kester Announces New 


Size Solder Bar — 


The Kester 
Solder Co., 4201 
Wrightwood Ave., Chicago, IIL, is now marketing a 14-lb. bar 
of solder, which is % in. square. It is available in a variety 


of alloys and for 

ease in selling, mmm is 
every bar is said 

to weigh exactly 8 oz., eliminating weighing and figuring 
each bar when a sale is made. Weight and shape make 
it easier to handle. The Kester regular shaped 1-lb. bar 
is being continued. The maker states that both these bars 
exceed the requirements of the Class A specifications of 
the American Society for Testing Materials and bear the 
imprint testifying to that fact. On these bar solder products 
the metal content is plainly marked, without use of codes 
or terms. The maker states that nothing but virgin metals 
of the highest quality are used in the production of any 
Kester solder. 





The O. K. Poultry 
Holder and Grader 


Simonsen Iron Works, 
Sioux Rapids, Iowa, offers 
the O. K. Poultry Holder 
and Grader, which acts as a 
blindfold, wing and _ leg 
holder all at once. . The 
maker states-that it induces 
perfect quiet and enables 
correct reading of scale with- 
out loss of time. It is made 
of steel, finished in jade 
green lacquer. List price is 
$2.00, scale extra. Dealer 
discount is 33 1/3 per cent. 
The O. K. Poultry Holder 
and Grader is packed in in- 
dividual carton. . Shipping 
weight is 3 Ib. 





Sterling Non-Splitz 
Nail Display Stand 

This Sterling Non-Splitz nail 
display stand is a step forward in 
modern merchandising. This new 
method of marketing Non-Splitz 
nails consists of a display stand 
18 x 33 x 50 in., made of heavy 
sheet steel, finished in glowing 
orange, for holding an assortment 
of 140 5-lb. packages. The pack- 
ages are of modernistic design, fin- 
ished in green. Assortment has 
been worked out to give the dealer 
the most popular nails in demand: 
blue lath, casing, finishing, box, 





i | flooring, common and staples. The sizes range from 3d to 8d 


with the exception of common nails, which are obtainable in 
sizes up to 20d. Time and labor saving features include: 
elimination of weighing, elimination of use of scales, paper, 
paper bags and twine in the sale of these nails. Stand is free 
of cost with an order for 30 cases or 3000 lb. of packaged 
Non-Splitz nails, which are packed for shipment in strong 
wood fiber, wire-bound boxes containing 20 5-lb. cartons. 
Northwestern Barb Wire Co., Sterling, IIL, is the maker. 
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Rich E-Z Ironing Board 


. The Rich Pump & 
Ladder Co., Cincin- 
nati, Ohio, has an- 
nounced the Rich 
E-Z ironing board, 
which may be opened 
or closed easily, in 
one operation. The 
table stands solidly 
and will not collapse, says the maker. It is trussed with an 
original device which adds strength and rigidity. Rust-resist- 
ing, chromium-plated metal parts are used. Table is made in 
two sizes: 12 x 48 in. and 15 x 54 in. The maker states that 


a child can open or close it. 














The Priscilla 
Instant Juicer 


Priscilla 
Household Aids, 
Inc., 5713 Eu- 
clid Ave., Cleve- 
land, Ohio, of- 
fers the Priscilla 
Instant Juicer, 
for pressing 
juice out of or- 
anges, grape- 
fruit, lemons, 
limes, tanger- 
ines, pineapples 
or beef. It is 
made of polished 
aluminum and 
is mounted on a neat natural wood base. There are only 
three parts. One downward thrust on the lever is said to be 
sufficient to get the juice out of the fruit or beef. For clean- 
ing, the little strainer is twisted from the bottom. Juicer 
measures 1114 x 514 x 13 in., and weighs less than 3 lb. List 
price is $4.95. 








Cyclone Wire Screen Cloth Now in New Package 


For ease in handling, decrease of damaged goods and better 
storaging, Cyclone “Red Tag” wire screen cloth in individual 
rolls is now packaged in a strong and attractive fiber con- 
tainer. The Cyclone Fence Co., Waukegan, IIl., the maker, 
states that the fiber containers will give eight to ten times 
the covering affordéd by paper wrappings, while the ends, 
where the strain in shipping is greatest, are protected by a 





covering thirty to forty times as thick as the standard paper 
wrappers. In addition the box keeps the cloth clean. After 
the roll has been cut it may be replaced in the carton for 
the next customer. Square fiber packaging, in place of the 
paper-covered rolls, makes for more convenient stacking on 
shelves or on the floor. Each package is marked on each end, 
in large type, giving the width, size and finish of cloth. 
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Wrought Steel 
Strap and Tee Hinges 
and Hasps 





i ows GRIFFIN products offer the 
utmost in sturdy, practical hardware. 


Furnished in plain steel, cadmium finish, 
galvanized,...galvanized with brass pins... 
finishes suited for the purposes required. 


(GRIFFIN 


ufacturing Company 


ERIE, PENNSYLVANIA 








Branch Offices:- 


NEW YORK: 45 Warren Sr, BOSTON: 113 PurRCHASE Sr. 
CHICAGO: 162 N. CLINTON Sr. SAN FRANCISCO: 703 Marker Sr. 
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Metro-Meter Daily 
Coin Collector for 
Electrical 
Refrigerators 


The Metro- Meter of- 
fered by General Refrig- 
erator Products, 230 N. 
Michigan Ave., Chicago, 
Ill., is a daily coin col- 
lector for enabling the 
purchase of electrical re- 
frigeration on a _ daily 
payment basis. It is 
easily installed and easily 
removed and may be used many times for selling refrig- 
erators on the daily payment plan. Twenty quarters at a time 
may be inserted to assure continuous service during ab- 
sence from the home. All coins are registered and meter 
shows only the unused coins. The Metro-Meter has a self- 
starting motor. If current fails or a fuse blows out the 
Metro-Meter starts as soon as current is resumed. Model R 
measures 814 x 71% x 414. Weight packed is 74% lb. 

List price is $25.00. Dealer sample costs $17.50. 














G. E. DeLuxe 
Lowboy Radio 


This De Luxe Lowboy, of- 
fered by the General Electric 
Co., merchandise department, 
Bridgeport, Conn., is of classi- 
cal Italian design. It has 
pilasters of solid walnut. 
Chassis is ten tube, screen- 
grid superheterodyne circuit 
with two pentodes in push- 
pull audio. New coupling 
type of automatic volume con- 
trol is said to reduce static 
and noise in changing. sta- 
tions. It is said to bring in 
all stations at the same vol- Z 
ume. Chassis is doubly shielded in steel on all sides. It 
stands 40 in. x 27 in. x 14 in. 








Crosley Radio 
Receiving Sets 


Illustration shows 
the Playtime, elec- 
tric clock model 
radio receiver, part 
of the series 124 sets 
offered by The Cros- 
ley Radio Corp., Cin- 
cinnati, Ohio.  In- 
cluded in the line 
are: Playboy table 
model, list, $49.75, 
three console mod- 
els; Cheerio, list 
$65; Merry Maker, 
list $75; Announcer, 
! list $85; Playtime, 

¥ list, $95. The chassis 
of the 124 line is an 8-tube push pull pentode output super- 
heterodyne type employing two pentode tubes, connected in 
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push-pull in output stages, and exponential or variable mu 
tubes in the radio frequency and intermediate radio fre- 
quency stages. Other features are Crosley full floating mov- 
ing coil dynamic speakers, large auditorium type being used 
in all models except the Playboy and Cheerio. The Playtime 
is an electric grandfather clock set, with cabinet of genuine 
mahogany veneer panels, solid mahogany front frame, mold- 
ings and corner turnings. It is 6634 in. x 16 in. x 1034 in. 





Miller Sleeping Bag 
and Kuddle Kushions 


The American Pad & 
Textile Co., Greenfield, 
Ohio, offers the Miller 
sleeping bags, Nos. 58 and 
59. Extra heavy olive drab 
cloth is used as an outer 
covering and lined with 
heavy soft gray flannel or 
olive drab jeans. Bags are 
equipped with special fas- 
teners along the edge and 





end and may be used as double mattresses when folded out. 
Pillow is attached. No. 58, 30 in. by 78 in., Kapok filled, 
lists at $13, while No. 59, cotton filled, of the same dimen- 
sions, lists at $11. Kuddle Kushions, 16 in. by 40 in., fold in 
center and are equipped with strong handle securely attached. 
They may be folded out to accommodate two persons, or used 
as seat and back rest. They are filled with Kapok. Imitation 
leather and corduroy, No. 44, listing at $3 each, come in 
colors. Cretonne No. 45 cushions list at $1.75 each. In- 
cluded in the line are life save cushions, outing cushions. 
office cushions, camp pillows and mattresses. 


American Derby Game 


Henschel & Co., 565 West Washington Boulevard, Chicago, 
lll., offers this game known as The American Derby, based 
on horse racing. It is packed in a large attractive box, 
showing a racing scene in attractive colors. Six metal horses 





of different colors and a pack of special cards are included 
in the game, together with a three-wing playing board. Board 


opens to a size of almost 20 in. by 30 in. Game is packed 
in a cellophane wrapper. Suggested retail selling price is $1. 


HARDWARE AGE 












Tac-Ezy Non-Hum Weatherstrip 


-The General Weatherstrip Co., 5100 Penrose St., St. Louis, 
Mo., offers Tac-Ezy Non-Hum metal weatherstrip, with 
diagonal fluting or corrugation that extends from the upper 
edge of the strip across to the nailing edge. The maker 
states that vibration, when it occurs, is transmitted to the 
fluting and carried down into the wood. It is a bronze DOUBLE 


LOCKING 








weatherstrip of the cushion type and the maker states that 
no sound was developed in tests equivalent to a wind velocity 





of 85 miles per hour. Tac-Ezy has holes punched clear SS _ , 
through. It is made of 31 gage bronze. Nails furnished 

‘ : ACCURATE, POWERFUL 
aa copper, steel reinforced and are guaranteed as rust LOCK WORK 





Ray-O-Vac Classified Battery Plan 


Opportunity to “step up” the price buyer’s purchase to a 
better class of merchandise and elimination of guesswork in 
radio batteries are outstanding features of the Ray-O-Vac 
Classified Battery plan of French Battery Co., Madison, Wis. 


Th ] i f radio “B” b ies in th ] — 
hes te Eta Oe deed ai sate tee ee, The Big Value PADLOCK 


and each with the class prominently identified on the label. 
Class A batteries are described, by the maker, as being the with Double Locking Bolt 





finest that can be built at any price. Class B batteries, while RETAILS FOR 25c 
not as fine as the Class A, are comparable to the majority of ; ' Aros 
brands of either first or second grade now on the market, A padlock is no stronger than its insides. 
says the maker. Class C batteries have many good qualities, Genuine security can be furnished only by 
but are not to be compared to either of the other classes. actual mechanical parts. 

The three classes afford quick and obvious comparison of SECURE LEVER lock work is sturdy, 
et values. a ee eee as ete = by accurate, and dependable. 
the ‘company, are the simplification of ordering and stocking, athe 
and concentration of selling effort. — “a thie picture of the Eagle No. 4309G 


See how the steel. bolt locks the shackle at 
both nose and heel! 


See how the bolt cannot move until the sturdy 
brass secure levers are set by the key in just 





Frost Electric Screens and 


Insect Electrocutors the right position! 
For electrocution of insects, Real security within this cadmium plated 

and various flying pests the case—and assurance to your customer that 
Frost Electric Screen Co.. the lock affords him full value in service and 
Spokane, Wash., makes electric protection. 

window screens for bakeries, florists, farms, homes, hospitals 

food stores, etc., as well as insect electrocutors for orchards, 

greenhouses, verandas, mushroom cellars, etc. Model E£, illus- 

trated, lists at $15. It is a portable model for tables, coun- EAG E XK CK co, 

ters, etc., and measures 9 in. x 18 in. x 5 in. This model, enteral Sales 

which has self contained transformer, is available in various 26 Warren Street- W York 


colored enamel finishes with extension cord. The electric 
window screen is available to fit all sizes of windows and 
transoms and as insert for doors. Transformers are available 
for reducing ordinary alternating current to suitable static 
charge for operation of the Frost’s electric screens. Model 
D, platform type, lists at $35. It is for markets, loading plat- 

forms, packing houses, etc. Dimensions are 44 in. x 22 in. | 


Branch Offices: ‘ 

521 Commerce St. 177-79 NFranklinSt. 114 Bedford St 
Philodelphia, Pa. Chicogo, lil. Boston, Mas@ 
Works ot Terryville, Conn. 
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You Be the Judge! 


Place U.S. Poultry Fence along side of any poultry netting 
on the market! See how uniformly it is made! Note that, 
like in farm fence, the line wires run parallel! Note, too, 
how the non-slip hinge joints lock these continuous line 
wires into a strong, rigid fabric of even tension! Then 
consider these facts about this modern, straight-line netting: 


It stretches to wood or steel posts; 
It requires no top-rail, no baseboard; 
It cuts easily and without waste; 
It saves time and labor in building; 
It can be moved and re-stretched; 

It costs no more. 


ae EP 


U. S. Poultry Fence, because of its consumer acceptance, 
now is handled exclusively by thousands of dealers. They 
actually have reduced inventory, speeded up turnover and 
increased profits by concentrating on this faster-selling, 
nationally-advertised line. 


This year insist upon U. S. Poultry Fence-distributed only 
through the regular jobber and dealer trade! Ask your jobber 
or write us for free sample and complete information! 


Indiana Steel & Wire Co. 
Muneie, - - Indiana 


Makers also of IMPERIAL Farm, Poultry and Lawn 
Fence, Trellis, Flower Border, Steel Posts, Gates 


US. Poultry Fence 


ne” 





The Netting That Stands 

















K.O.K. Service 


The Korn On Kob 
Service, Moline, IIL, 
makes the K.O.K. 
Service for serving 
hot corn on the cob. 
It is a covered table 
service consisting of 
base and cover, holder which fits into the corn with a security 
screw and handle large enough to comfortably hold the ear 
with one hand. Butter and seasoning may be placed within 
the server. When butter is melted it is merely necessary 
to rotate the corn to enable its being buttered and seasoned 
evenly. Nickel silver service, with embossed corn design on 
the cover lists at $2.00. Dealer discount is 50 per cent. 








Tip Top “Elite” 
Model Wrist Watch 

The New Haven Clock Co., 133 
Hamilton St., New Haven, Conn., 
recently announced the Tip Top 
“Elite” wrist watch. The maker 
states that it has an entirely new 
movement. It is smaller than any 
of the maker’s non-jeweled move- 
ments yet produced. This watch has 
a small thin chromium case, curved 
to fit the wrist and equipped with 
stitched leather strap. Other fea- 
tures are raised gold numeral dial, 
perforated hands, non-breakable 
crystal, diamond-cut escape wheel, 
hardened and polished pinions, bal- 
ance staffs and mainspring arbors. 
Watch is compensated for changes 
in temperature. List price is $5.00. 
Dealer cost is $3.27, less 2 per cent. 











Big Ben 
Electric Alarm 
Clocks 


The Western 
Clock Co., La 
Salle, IIl., of- 
fers two new 
model Big 
Ben _ electric 
alarm clocks 
with self-start- 
ing  synchro- 
nous type mo- 
tor. Motor is of 
110 volt type, 
which will op- 
erate synchro- 
nously from 85 to 130 volts. Models 820 and 830 have black 
composition case with chromium trimming, metal dial, pierced 
hands, convex glass, clear-toned bell alarm with push-in shut- 
off, chromium ball feet and auxiliary key for demonstration 
of alarm. List prices are: 820, plain dial, $8.75; model 830. 
luminous type dial, $10.00. Model 840 is encased in a solid 
mahogany case, inlaid, with silvered metal dial, having etched 
numerals and pierced hands. It has felt cushion underneath, 
convex glass, mellow-toned bell alarm, simple push-in shut-off 
and key for demonstrating alarm. List price is $12.50. 


6:5 


ae 
peeaeud 


HARDWARE AGE 








Thermoclock 


. The Thermoclock is an attrac- 
tive temperature registering de- 
vice in a case similar to that of a 
clock. It is of simple construc- 
tion and is said by the maker to 
be faster than any other temper- 
ature recording method. Bakelite 
or Aldur cases completely house 
the highly sensitive and rust- 
proof, thermostatic metal “leaves” 
which form the operating mech- 
anism. The mechanism is firmly 
attached to the base of the case 
and a ventilated back admits the 
normal temperature of the room. 
Thermoclocks are finished in mahogany, walnut, marble, verde 
green, orchid, black, ivory, apple green and onyx. The 
Thermoclock Mfg. Co., 350 S. Fountain Ave., Springfield, 
Ohio, is the maker. List price is $1.00. Dealer cost. is $7.50 
per dozen. 


Climax Compact Angler Bo 

see The Hamilton 
; Metal Products Co., 
Hamilton, Ohio, of- 
fers the Climax Com- 
pact Angler Box, 
measuring 19 x 5% 
x 2% in. It is a one- 
piece, round-cornered 
box completely em- 
bossed, with cad- 
mium- plated _hard- 
ware and snap catch. 
This box is arranged 
for carrying collap- 
sible rod, reel, line, 





tesa 








stringer, baits, sinkers, etc. 


Favorite Casserole 
and Baking 
Dish 

The Favorite 
Baking Dish 
and _ Favorite 
Casserole, of- 
fered as part of the Favorite hollowware line, are constructed 
of pure gray cast iron, finished in triple nickel with bases 
finished in 
ivory porcelain. 
The maker, the 
Favorite Stove 
& Range Co., 
Piqua, Ohio, 
has issued a 
booklet known 
as the Favorite 
Happy Days > 
Menu Book, arranged in an attractive manner with water 
color art work. In addition to proven recipes, there is a com- 
plete assortment of prepared menus for every occasion. Each 
purchaser of a Favorite range is entitled to a copy of the 
book. In the oven of each range is a card to be filled out and 
returned to the company’s offices. Upon receipt of the card a 
copy of the booklet is mailed the purchaser. The card is 
intended to provide the company with a purchasers list and 
dealers with a list of prospects. Dealers wishing the book may 
secure copies in quantities at 10c. a copy. 
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50 years on a DOOR 


good for 50 years more 








Notabene 
The solid bronze Bommer Spring Hinges swinging the 
big front doors of the old Bank of Manhattan at 40 Wall 
St., New York, since 1880 were still in excellent condi- 
tion when that building was demolished in 1929 to be 
replaced by the new Bank of Manhattan skyscraper of 
73 stories which is also equipped with Bommer Spring 
Hinge—truly an astounding record. 
These Historic Hinges can be seen at our factory 


TrapbE /BOMMER, MARK 





Factory at Brooklyn, N. Y. 














OUT OF SIGHT — 
AND OUT OF MIND— 


Display . . . display. . . display 

. and still more display. 
What is out of sight is largely 
out of mind. Let your stock 
do its own measure of selling. 
There is a continual stream of 
articles in HARDWARE AGE 
to aid you in effective window 
and counter displays. 


Keep in Step With This Modern Trend 
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This Novel pata 
Colored Display i 


HANG UP TH INGS 
of 


Moore 
Push-Pins 


Shows 12 Packets 


Makes continuous Sales. Ask 
your Jobber for our new Style 
“C” Displays. 


Moore PusH-PIn Co., PHILADELPHIA, PA. 


















Gives 100% Satisfaction 


That’s why the B. & C. Adjustable “S” 
Wrench is such a good seller. Its quick ad- 


justment and powerful leverage 
Bs never fail. Ask your Jobber. 
MARK 


BEMIS & CALL CO. 
Springfield Mass. 














Here is the fastest selling 
Patching Wood in America 


14 lb. can 
25c seller 


Bigger Profits! 
Quicker Turnover! 
Also in 10c. and 25c. 
tubes and 1-lb. cans. 
Order from your jobber, 

or write direct. 


The 
SHEFFIELD 


Bronze Powder & Stencil Co. 


5817 Kinsman Road 
Cleveland, Ohio 

















2/3 actual size 











FLASHLIGHTS 
AND BATTERIES 


A line of flashlights with plenty of sales 
features—batteries that do last longer—and a 
merchandising program that makes real sales. 





French Battery Company, Madison, Wisconsin 


General Sales Office: 20 North Wacker Drive, Chicago, Illinois 








| Convention Calendar 


CALIFORNIA RetTaiL HARDWARE AND IMPLEMENT As- 
SOCIATION CONVENTION AND EXHIBITION, Sacramento 
Memorial Auditorium, Sacramento, Feb. 9, 10, 11, 1932. 
LeRoy Smith, secretary, 112 Market St., San Francisco. 


CONVENTION, 
Charles R. 


ConNECTICUT HARDWARE ASSOCIATION 
Hotel Bond, Hartford, Feb. 17, 18, 1932. 
Freeman, secretary, Branford. 


IpAHO ReTAIL HARDWARE AND IMPLEMENT DEALERS’ 
AssOcIATION CONVENTION, Bannock Hotel, Pocatello, Jan. 
20, 21, 22, 1932. E. E. Lucas, secretary, Hutton Bldg., 
Spokane, Wash. 


InDIANA RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, State Fair Grounds, Indianapolis, Jan. 
26, 27, 28, 29, 1932. G. F. Sheely, secretary, 911-913 
Meyer-Kiser Bank Bldg., Indianapolis. 


Iowa RetarL HARDWARE ASSOCIATION CONVENTION AND 
EXHIBITION, Des Moines, Feb. 9, 10, 11, 12, 1932. Con- 
vention sessions will be held at the Hotel Savery, and the 
hardware exhibit at the Des Moines Coliseum. Philip R. 
Jacobson, secretary, lowa Hardware Building, Mason City. 


Ittinois RetaiL HARDWARE ASSOCIATION CONVENTION 
| AND ExniBit. Headquarters and meetings, Hotel Sherman, 
' Chicago, Jan. 12, 13, 14 and 15, 1932. Exhibit at Mer- 

chandise Mart, Jan. 11 to 16. Paul M. Mulliken, manag- 
| ing director, 1141 Merchandise Mart, Chicago, III. 


Kentucky HarpwarE & IMPLEMENT ASSOCIATION Con- 
VENTION AND EXHIBITION, Seelbach Hotel, Louisville, Jan. 
19, 20, 21, 1932. J. M. Stone, secretary-treasurer, Room 
9, Seelbach Hotel, Louisville. 


MicuHicAaN RetaiL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Detroit, Feb. 9, 10, 11, 12, 1932. Harold 
Bervig, secretary, 1112 Capital Bank Tower, Lansing. 





Minnesota RetatL HARDWARE ASSOCIATION CONVEN- 
TION, New Auditorium, St. Paul, Jan. 26, 27, 28, 29, 1932. 
Chas. H. Casey, manager-treasurer, 2344 Nicollet Ave., 
Minneapolis. 


Missourt Retar. HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, New Hotel Jefferson, St. Louis, Feb. 16, 
17, 18, 1932. F. X. Becherer, secretary, 5106 North 
Broadway, St. Louis. 


MonTANA IMPLEMENT AND HARDWARE ASSOCIATION 
ConvENTION, Billings, Feb. 11, 12, 13, 1932. A. C. Tal- 


mage, secretary-treasurer, Bozeman. 


MownTAIN STATES HARDWARE AND IMPLEMENT AsSOCIA- 
TION CONVENTION, Denver, Colo., Jan. 18, 19, 20, 1932. 
Headquarters, Cosmopolitan Hotel. John T. Bartlett, sec- 


: retary, 2005 Mapleton Ave., Boulder, Colo. 


NATIONAL House FurRNISHING MANUFACTURERS AsSO- 
CIATION, FirtH ANNUAL EXHIBIT, Stevens Hotel, Chicago, 
Jan. 10-16, 1932. Warren Edwards, secretary, Room 1203, 
Builders Bldg., 228 N. La Salle St., Chicago, III. 


NEBRASKA RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Omaha, Feb. 2, 3, 4, 5, 1932. Exhibition 
will be held at Omaha Auditorium. Headquarters, Paxton 
Hotel. George H. Dietz, secretary, 414-419 Little Bldg., 


| Lincoln. 
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New Encianp Retait HARDWARE DEALERS ASSOCIATION 
CONVENTION AND EXHIBITION, Mechanics Building, Boston, 
-March 2, 3, 4, 1932. Convention, Paul Revere Hall; Ex- 
hibition, Machinery Hall. Headquarters, Hotel Statler, 
George A. Fiel, secretary, 140 Federal St., Room 225, 
Boston, Mass. 

New York StaTE RetarL HARDWARE ASSOCIATION Con- 
VENTION AND ExposiTION, Feb. 2, 3, 4, 5, 1932. Exposition 
will be held at Madison Square Garden, New York City; 
headquarters, Hotel Edison, Forty-seventh Street, west of 
Broadway. J. B. Foley, secretary-manager, 510 Hills 
Bldg., Syracuse. 

Norto Dakota Retatt HarpwareE AssociATION Con- 
VENTION AND EXHIBITION, Fargo, Feb. 10, 11, 12, 1932. 
C. N. Barnes, secretary, Grand Forks. 

Ou1o HarRDWARE ASSOCIATION CONVENTION AND EXHI- 
BITION, Columbus, Ohio, Feb. 16, 17, 18, 19, 1932. Head- 
quarters and meetings at the Deshler-Wallick Hotel. Ex- 
hibit will be held on the main floor of the New Audi- 
torium. James B. Carson, secretary-manager, 708 Winters 
Bank Bldg., Dayton. 

OKLAHOMA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Shrine Temple, Oklahoma City, 
Jan. 26, 27, 28, 1932. Charles F. Nelson, secretary, 207- 
208 Bloomfield Bldg., Oklahoma City. 

OreEGON RETAIL HARDWARE AND IMPLEMENT DEALERS’ 
ASSOCIATION CONVENTION, Multnomah Hotel, Portland, 
Feb. 2, 3, 4, 1932. E. E. Lucas, secretary, Hutton Bldg., 
Spokane, Wash. 

Pacitric NoRTHWEsT HARDWARE AND IMPLEMENT Asso- 
CIATION CONVENTION, Winthrop Hotel, Tacoma, Wash., 
Jan. 27, 28, 29, 1932. E. E. Lucas, secretary, Hutton 
Bldg., Spokane, Wash. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE As- 
SOCIATION, INc., CONVENTION, Philadelphia Commercial 
Museum, Philadelphia, Feb. 9, 10, 11, 12, 1932. W. Glenn 
Pearse, managing director, Wesley Bldg., Philadelphia. 

Soutu Dakota Retart HarpwareE AssociATION Con- 
VENTION, Sioux Falls, Feb. 2, 3, 4, 1932. Chas. H. Casey, 
manager-treasurer, 2344 Nicollet Ave., Minneapolis. 


SOUTHERN CALIFORNIA RETAIL HARDWARE ASSOCIATION 
CoNVENTION, in conjunction with a Modern Home Show, 
Ambassador Auditorium, Los Angeles, Feb. 16, 17, 18, 19, 
20, 1932. J. V. Guilfoyle, secretary, 230 Chamber of Com- 
merce Bldg., Los Angeles. 

Texas HARDWARE AND IMPLEMENT ASSOCIATION Con- 
VENTION, Gunter Hotel, San Antonio, Jan. 19, 20, 21. 
1932. Dan Scoates, secretary, College Station. 

West VircintA Retart HARDWARE ASSOCIATION Con- 
VENTION, Clarksburg, Jan. 19, 20, 21, 1932. H. B. Clower, 
secretary, Box 127, Oak Hill. 

WEsTERN RETAIL IMPLEMENT AND HarpDWarRE AssocIA- 
TION CONVENTION AND HARDWARE SHow, Kansas City, 
Mo., Jan. 19, 20, 21, 1932. Headquarters, Hotel Balti- 
Convention sessions, Missouri Theatre; Hardware 
H. J. Hodge, secretary, Abilene, 


more. 
Show, Convention Hall. 
Kan. 

Wisconsin RetarL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Milwaukee Auditorium, Feb. 2, 3, 4, 5. 
1932. B. Christianson, secretary, Stevens Point. George 
W. Kornely, exhibit manager, 3374 North Green Bay Ave., 
Milwaukee. 
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SAMSON CORDAGE WORKS 


BOSTON, MASS. 


Yate) s an OO) 00D. 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality for its particular use. 
“There IS a Difference in Sash Cord”’ 
OTHER BRAIDED CORDS: COTTON TWINES 


Send for catalogue, samples and selling inforniation 


BURNLEY 


TheSoldering 
Paste that has 
satisfied cus 
tomers for over 
23 years. 


Sample free 
















»SURELEY 


Re QERING: PAS’, 


BURNLEY BATTERY & MFG. CO. 
NORTH BAST, PENN. 




















The BOSTON LINE J Garden Hose 


EETS every garden hose need. 7 stand- 
ard nationally known brands of plied 
and moulded hose. Each 











brand a leader in its own Lge CARD EY 

° CVS Re 05) 
price field. A complete ASG VA) 
line that gives youa hose {-~) Z 
for every purpose ata || 
price for every purse. oN : 


BOSTON WOVEN HOSE & RUBBER co 


Cambridge, Mass. 





55 














Use the “Classified Opportunities Section” to Reach Hardware Manufacturers 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


CLASSIFIED ADVERTISING 
RATES 





Advertisements from unemployed 
accepted free of charge; inse 

in two consecutive weekly issues. 
Box number address may be used. 
All replies will be forwarded by us 
post paid. 

Positions yo gy va and Help Wanted adver- 
Rate of one cent a 
word, or li fifty cents per insertion. 








THE FOLLOWING RATES 
apply to “Business Opportunities,” “Sales 
Accounts Wanted” and ‘Sales Representa- 

tives Wanted” advertisements. 


Set Solid, Minimum of 5 lines...... $3.00 
Each additional line............ -60 
All Capitals, Minimum of 5 lines.... 4.00 
Each additional line............. -80 


Average 10 words to a line 
Allow One Line for Keyed Address 


Remittance Must Accompany Order 





BOXED DISPLAY RATES 
RB fagh cc ccccvrocsccccsvvccoeseue $5.00 
Each additional inch..........++.-- 4.00 
Discounts for Classified Advertis 
4 insertions, 10% off, 8 insertions, 15% off. 
Due to the special rate, these discounts de 
not apply on Position Wanted or Help 
Wanted Advertisements. 
HARDWARE AGE is published each Thursday. 
Forms close Nine Days previous to date of 
publication. 
Address your advertisements and replies to 
HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City 











Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 


be addressed to box numbers 














POSITIONS WANTED 


BUSINESS OPPORTUNITIES 





WANTED—Position as sales agent or direct factory representative. 
Thirty-six years ot age with fourteen years established contact with best 
automotive, mill supply, electrical, hardware, steel and iron, oil field and 
consumer accounts and distributors. Am at present employed. Services 
available January first. Territory covered entire middle west. References 
of the best. Proposition must be sound and permanent. Address Box 
J-582, care of HarpwaAre Ace. New York City. 





EXPERIENCED Hardware man and Salesman, forty-two years of age, 
married, sober and industrious. Twenty-five years’ experience Wholesale 
and Retail Merchandising, as Manager, Buyer and Salesman. Territory 
covered, Pittsburgh, West and South. Want a position of responsibility 
and trust with some reliable firm. Can furnish best of references, moderate 
salary. Will go anywhere. Address Box J-571, care of HARDWARE AGE, 
New York City. 





POSITION WANTED—Experienced hardware man, forty- four years 
of age, single, sober and industrious. Twenty-one years’ experience in 
wholesale and retail hardware business as Buyer, and Salesman, want a 
position with a good reliable firm. Can furnish good references, will con- 
sider any State if permanent. Peferences exchanged. Address Box J-573, 
care of Harpware Ace, New York City. 





HARDWARE MAN, 29 years of age, married, with 12 years’ expe- 
rience in hardware and paints, desires connection with some reputable re- 
tail hardware concern in or around Greater Boston, or as a salesman 
for a_hardware or paint manufacturer, covering Massachusetts or adja- 
cent States, on commission basis. Address Box J-585, care of HAarpwaRE 
Ace, New York City. 





OPEN for a connection with a reliable firm. Experience, traveled New 
York State, Northeast Pennsylvania and Northern New Jersey, over 25 
years for one concern, sold the larger Retail and Hardware Jobbers and 
Housefurnishing stores. Not interested in commission side lines. Ad- 
dress Box J-572, care of Harpware AGE, New York City. 





WANTED—Position by Builders and General Hardware Salesman, with 
25 years’ experience as Manager of Builders’ Hardware department. in 
Wholesale and Retail Hardware companies. Either outside or inside job 
will be considered. Pennsylvania, Maryland or Virginia preferred. Ad- 
dress Box J-574, care of HARDWARE AGE, New York City. 





EXPORT—LATIN AMERICA 


To manufacturers interested in developing of he rorgeon | 
trade relations with Latin America on an economical yet 
efficient basis, we offer a consolidated and non competitive 
kindred commodity sales and shipping service. We can 
serve you to your profit. Address Box J-579, care of 
HARDWARE AGE, New York City. 














a DEALER, building has switch adjacent from main line 
C. B. & Q. Ry., also switching connection with C. R. I. and P. Ry., hard 
roads. Would like to make warehouse and shipping arrangement wit 
manufacturer desiring to serve this territory. Address GLENN R. 


SWANK, Galva, Illinois. 





HARDWARE STORE FOR SALE... Located in a busy thoroughfare. 
Established for the past twelve years. locksmith and general repair 
business. Owner wants to retire. Address Box J-557, care of HARDWARE 
AcE, New York City. 





SALES REPRESENTATIVES WANTED 





LARGE Textile manufacturer wants sales representatives, agents or side 
line men to sell or handle complete line of Tarpaulins and nationally ad- 
vertised Furniture Pads. Salesmen, agents, local dealers, or distributors, 
now handling road building equipment, hardware, furniture supplies, 
truck supplies, contractor supplies, especially desired. This will make a 
profitable line for aggressive men. Address Box J-495, care of HARDWARE 
AGE, New York City. 





SALESMEN WANTED with established retail paint and hardware trade 
to carry side line highest quality paint brushes; straight commission basis, 
full credit on repeat business. First letter state age, experience. Com- 
panies represented, actual territory covered. Only those whose reputation 
can be thoroughly examined need apply. Address HARRISON BRUSH 
CO., 4714-16 Market Street, Philadelphia, Pa. 





I CAN sell hardware because I know hardware and enough of the prob- 
lems of the Jobber and Retailer to talk intelligently to them. Either Tools 
or Builders’ Hardware specialties. Have had some experience as Sales 
Manager. Acquainted with the trade from Texas to Maine. Address 
Box J-563, care of Harpware Ace, New York City. 





EXPERIENCED TRAVELING SALESMAN wants to sell for Manu- 
facturer, having sold hardware department stores and electrical dealers, 
. also jobbers, for past fifteen years in States of Ohio and West Virginia. 
. Would like to make connection with reliable company. Address Box 
J-580, care of Harpware AcE, New York City. 





EXPERIENCED HARDWARE MAN, 44 years old. married, wants 
responsible position with retail or wholesale house. Seven years road 
experience, twenty years retail experience. Preference, South Carolina, 
Georgia or Florida. Best of references. Address Box J-583, care of 
Harpware Ace, New York City. 





EXPERIENCED SALESMAN would prefer Metropolitan New York 
area, selling to wholesalers or retailers, or both. Experienced in hardware, 
tools, housefurnishings and specialties. Has good following in trade. 
Address Box J-555, care of Harpware Ace, New York City. 





YOUNG MAN, 19, five years’ experience as a hardware and auto 
supply man. Expert locksmith and general man. Will take anything in 
the hardware line. Am honest and capable. Address JOE POLON, 109 
Columbia Street, New York City. 





HARDWARE MAN experienced in Mill, Factory and Contractors’ 
Supplies, Pipe and Fittings, Builders’ Hardware, Mixed Paint Brushes, 
etc. Address Box J-576, care of Harpware AGE, New York City. 
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SALESMEN WANTED—To sell Malleable Fittings, pipe nipples, pipe 
couplings, unions and brass goods at 744% commission on direct or_re- 
peating orders. Write for full details. CINCINNATI NIPPLE & MFG. 
CO., 1557-69 Gest St., Cincinnati, Ohio. 





100 per cent pure Manila rope, 14c. 


ROPE SALESMAN WANTED. 
United Fibre 


Ib. basis. Fast selling side line, five per cent commission. 
Company, 82 South Street, New York City. 





SALES ACCOUNTS WANTED 





MANUFACTURERS’ AGENCY—A reliable Hardware and Cutlery 
Salesman with a wide acquaintance with hardware jobbers and dealers, 
department stores and sporting goods stores in the South. Can handle 
some additional lines of quality merchandise with real sales possibilities. 
Address Box J-578, care of HArpware AGE, New York City, 





MANUFACTURERS REPRESENTATIVE—concentrating efforts in 
State of New Jersey among Hardware, Mill Electric Supply jobbers and 
large retailers. Splendid cooperation and coverage can be given reliable 
manufacturer. Address Box J-581, care of HARDWARE AGE, New York 





WANTED—Lines for New York State (city excepted), Pennsylvania, 
Baltimore and Washington. I cover this territory in my car. Call on 
the Hardware and Department store trade. I can also cover New England. 
Address Box J-575, care of Harpware Acz, New York City. 





SALESMAN with car, covering New England department stores, desires 
a good sideline item. One for silverware or housefurnishing departments 
preferable. Address Box J-584, care of Harpware AGE, New York City. 
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INDEX TO ADVERTISERS 




















THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising contract. Every care will be taken to index correctly. 
No allowance will be made for errors or failure to insert. 
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“ATLAS TACK 


CORPORATION 
FAIRHAVEN, MASSACHUSETTS 


ATLAS QUALITY HAS BEEN STANDARD. SINCE 1810 
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THERE’S PROFIT IN DOORS THAT NEED 


ILCO KEY-BLANKS 


And there’s a reason for that 
OO profit! ILCO has put its entire 
on resources into encouraging the 
key-cutting business. Branch 
offices located at strategic 
trade centres throughout the 
country bring you unequalled 
ILCO service. Continuous study 
is given to ILCO products to 
maintain their high quality. 
ILCO is accepted everywhere 
as standard because of its guar- 
anteed quality, its reasonable 
price range and the prompt 
service it offers. It will pay 
you to investigate the oppor- 
tunity offered by ILCO key- 
blanks. Act now! 








THE INDEPENDENT LOCK COMPANY janesnetee 




















The Wolves of Lenox— 


How their name spread the width 
and breadth of land. In a fear- 
some chorus of barks and sav- 
/™ agely snapping jaws they broke 

from the Highland forests of old 
im Scotland and rushed with the 
=m speed of the wind down thru 

pastured flocks. Nothing stood 
-" before that super strength, speed 
moe and clean cutting teeth—when 
the wolves of Lenox were on the 
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Popularity That \SSSSSssa5n0 
Insures Greater 
Hack Saw Profits! 


Popularity that has 
spread to every corner 
of the land—a demand 
for “the tools in the 
plaid box’’—from shops 
and men to whom hack 
saw blades of super- 
strong, quick cutting 
and long lasting qualities 
are essential. 
Stock up on Welves of 
Lenox. Watch your prof- 
its shoot up too. Our 
special sales plan will 
help you get these blades 
started in your territory. 
Write for particulars to- 
day. 
The tools in the Plaid box 


American Saw & 


Mfg. Co. 
Springfield Mass. 

































Consumers recog- 
nize the netting 
with the rooster 
label as the high- 
est quality prod- 
uct that costs no 
more than the or- 


dinary kind. 
At Your Jobber 


G. F. Wright 
Steel & Wire Co. 


Worcester, Mass. 
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1007, p vretlection?! 


| INDOWS are important. They can add sure of beautiful windows, are specifying Penn- 








immeasurably to the beauty of a fin- vernon Window Glass. 


ished building — or they can detract from it. If you could see two buildings side by side 
That’s why more and more architects, to make _—one glazed with Pennvernon, the other with 


ordinary window glass—the difference 





between the beauty and reflective qualities 





of the windows of the two buildings would 





be immediately obvious to you. 





For Pennvernon, in its two-sided bril- 





liance of finish, its life-like transparency, 





its unique freedom from distortion and its 





fine reflection, more nearly approaches 





late glass than any other window glass. 
I oO / fo) 
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The reason? Our exclusive method of 





manufacture. [t not only gives Pennver- 





non greater beauty—but longer lasting 





beauty, too. For Pennvernon’s greater 





density makes its surfaces more imper- 





vious to wear and abrasion. 





Pennvernon is easily obtained in 








VA 


standard thicknesses up to %”. Any ware- 








house of the Pittsburgh Plate Glass Com- 





haat” stat” tial” ital” the eet a 
el sl stl ett i Al oe 





pany can supply you—as well as glass 


jobbers. Stock this brighter, faster selling 





glass and get your share of Pennvernon 





profits. Pittsburgh Plate 





Glass Company, Grant 










Building, Pittsburgh, Pa. 
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Pennuernon 


flat drawn 
WINDOW GLASS 
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At Last Packaged Nails 
Are — 








TRADE MARK APPLIED FOR 


For the first time you are now able 
to market nails in the modern way. 


The New Sterling NON-SPLITZ Nail package is a 
step forward in modern merchandising and a re- 
markable method for marketing nails. This long- 
waited for package will enlarge your sales volume 
and profits in nails by creating a fast and pleasing 
turn over. 


amen 











Both you and your customers will like these 
attractively designed cartons. The packaged NON- 
SPLITZ Nails are sold to the consumer at a very 
nominal cost, not forgetting the fact that these 
scientifically made nails actually cost less as there 
are more nails per pound. Of equal importance, 
from a = angle, is the uniform weight and sani- 
tation of these cartons ready to serve the consumer — ee ao 
once unpacked. No waste that usually occurs in Se ee LC EL 
weighing out of kegs and gone forever the dreaded 
task of washing your hands after filling an order. 


No money is needed for scales, paper bags or twine. See i 

A convenient and handy way to handle nails for you eee 

and your customers. EE NARS LIT MELTS TAT CTL 
The sales tested Sterling Nail display stand, which 

requires very little floor space, holds 140—5 Ib. 

cartons of NON-SPLITZ Nails. Its pleasing color Liliane 


and lines make it stand out as a constant reminder 
to the consumer of his need for nails. Use this = ee 
display stand with the many sales helps offered to ' 
you by the Northwestern Barb Wire Company. You 
will notice the results immediately —in increased 
sales and profits. 

These nails are packed for shipment in tegen 
wooden wire-bound boxes containing 20—5 Ib. cz: 
tons. Each case is plainly marked on both ends ve 
show specifications of contents. 

Ask your nearest jobber about this unusual mer- 
chandising plan or write us for full particulars. 


SL STERLING] us STERLING! 





NORTHWESTERN BARB WIRE CO. 


STERLING SINCE 1879 ILLINOIS 
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